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HE CURIOUS RIDDLE OF PAT BOONE...AND TEENAGERS 
Have you wondered about the paradox of today’s teenagers? They are supposed to be 
rebellious, undisciplined. Yet here is a young man who is serious, church-centered. His 
is steady and wise. Teenagers not only listen to him. They respond to him with a kind of 


. millions and millions of them across the country. What is the explanation? 


Phe answer might come as a surprise to many home warm, loving and attractive. It knows she’s 
not to the editors of Ladies’ Home Journal, who always concerned about counting calories . 
have signed Pat Boone for a series of articles. and always in the market for ideas for festive 


. . “3 meals. 
Journal editors have a clear image of America’s 


17,000,000 young people. They never exploit Journal editors know America, and how America 
their follies to make good copy. They know that lives. This is why more than 6,000,000 women 
while teenagers are creating new patterns of liv- respect, trust, and believe in Ladies’ Home Jour- 
ing, they are serious as well as silly, build as well nal. Pat Boone fits naturally into such an Amer- 


as destroy—that most teenagers respect wisdom, ica, and into such a magazine. & 
and will usually return love with love. a 
’ ; 


In the months to come, 
This is why Ladies’ Home Journal is a great maga- thousands upon thousands 
zine. The Journal knows its readers... knows of new readers will turn to 
when a woman—of teen age, parent age, or any the Journal for Pat Boone 
age—is in the mood for a gay love story, when she and will discover all the 
wants serious help. It knows where she instinc- other great things which 
tively turns for a lift of the heart... what she have made Ladies’ Home 
wants to know about raising children, keeping her Journal the No. 1 magazine saat aneeen 

family healthy, keeping herself pretty, making her for women. 6,000,000 CIRCULATION 


NO. 1 IN CIRCULATION + NO. 1 IN NEWSSTAND SALES + NO. 1 IN ADVERTISING 
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the slipsheet For Issue of Dec. 18, 1959 


an informal ‘‘f.y.i.’’ before you read the issue 


If you're a media executive, the first thing you might dip into, this 
issue, is the story on page 6--"Promote Media--and You Promote Yourself." 
Reading time: 60 seconds. The article is not addressed to you, of course, 
but to your advertisers and prospects. It's a quickie and it makes sense. 
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Then it might be a good idea to back up to page ll) and take a thoughtful 
look at our advertising "pressure ratings" for a flock of key industries. 

We show the extent to which each of these industries must adjust advertising 
activity to meet sales potential within the next two months and the next 

12 months. As we open the door to 1960, an overall increase of 10.7% in 

ad budgeting (over '59) will be needed to dislodge inventories and keep 
production capacity at full blast. Check the estimates we show against your 
own--for the industries most important to you. 
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Back up still more, to page 29, and you'll see what 325 important sales 
chiefs have to say about the 1960 sales year. Media men will interpret 
this as the 1960 advertising year. Our Sales Leadership Panel, always 
widely quoted, gives its considered opinion as to why 1960 will be on the 
bullish side. Two-thirds of them state flatly that a bigger and better 
year is ahead. For insurance, 70% will insist on increased advertising 
appropriations. Even so, 20% "worry" about an adequate advertising budget. 
Only 12% of our panelists confessed that new products will be of no importance 
to their firms in 1960. Half tabbed this area "very important." 
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she "fyi," 64.5% of the panel members expect a Republican victory in 
1960. 
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Our "Dynamarketer" this time (page 57) is Jacob L. Barowsky, president 

of Adell Chemical Co. He's better known as Mr. Lestoil. His company 
invested $60,000 in Lestoil advertising five years ago, This year it was 
$11 million. 
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There's your roadmap for this issue. We have a hunch you'll take some 
side trips, too. 


**** — The Publishers 
Sales Management 
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“the slipsheet’’ is included only in complimentary copies. 


PINK 
GOLD 


in the 
market 


on the 
move... 


, 
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Florida’s famed Gulf 

shrimping fleet has 

brought in more than 

sixty million pounds of 

‘Pink Gold” during the past six years 

. creating, along with processing and 

packing plants, a firm, lucrative national 
market for their crustacean output. 

The shrimping industry is a typical 

contributor to the progress of TAMPA- 


station on the move... 


ST. PETERSBURG, MARKET ON 
THE MOVE ... 


sales, 26th in automotive sales, 27th 


now 26th in retail 


in drug sales. 

Comparably progressive . . . 
bly profitable as a buy for you .. . is the 
STATION ON THE MOVE, WTVT. 
WTVT —first in total share of audience* 
. with 


compara- 


with 37 of the top 50 programs. . 
highest rated CBS and local shows. 
*Latest ARB 


Channel 13 


TAMPA - ST. PETERSBURG 


THE WKY TELEVISION SYSTEM, INC. 


WIVT 


Represented by the Katz Agency 
December 18, 1959 


WKY-TV Oklahoma City WKY-RADIO Okiahoma City 
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45.3% 


MIDWEST FARM PAPER UNIT 
23.6% December 18, 1959 CONTENTS Vol. 83, No. 15 
Farm Journal A survey of 4,726 Mid- 
17.7% west terms, conducted 
Successful Forming [Sa ae 
4.2% Erickson, Inc., edvertis- 
Capper's Farmer ing agency. 


| with COUNTY AGENTS! | = 


How a ‘Little’ Line Enlarged a Market 
45.3% 


MIDWEST FARM PAPER UNIT (Herold Electronics) 
18.6% 


é 
Successful Farming A survey of 385 Midwest 


16.9% county agents as to what 
Farm Journal farm cublication is "most Forecasts 
influential’ ameng 
> 3.2% farmers of their respec- 
Capper's Farmer tive counties. 


Advertising Faces Biggest Need in History! 
with DEALERS! (Advertising Weathervane) 


60. 
MIDWEST FARM PAPER UNIT a% 
WE 9.27; Sales Execs Are Bullish about ‘60! 


= Lager Based on 7,726 dealer - 
8.8% replies received by (Sales Leadership Panel) 
Successful Farming wholesalers in nine cote- 
oo” gories. Individual cate- 
¥ 1.9% gories of dealer prefer- 


Car per's Farmer ence available on request. 


Leadership 
with ADVERTISERS! 


Lestoil Keeps on Growing 
+ 37.8% MIDWEST FARM PAPER UNIT P ¥ P 
Among ‘Ganged-up Goliaths 
Source: Farm Publication Reports 
Comperative Lineage 1948-1958. 


Merchandising 
(decreoted peoe =26.8% ~25-2% 
vise in 1953) Ferm ‘Successful Old Customers—New Weight in Scale Sales 
-47.5% Journal Farming 
(Borg-Erickson) 

Only one medium in the World's 

Richest Farm Market can offer you 

this four-way proof of local impact. 

So, buy the Unit—one order, one " 

plate at a substantial saving in rates. New Product Introduction 


Super Launching for Super Blue Blade (Gillette) 


Promotion 


Promote Media—and You Promote Yourself 


Wi t SWE ST Salesmen’s Incentives 


Form Paper 


UNIT Fedders Sets the Pace 


WALLACES FARMER © THE FARMER In Glamorous Travel Incentives 
PRAIRIE FARMER © NEGRASKA FARMER 
WISCONSIN AGRICULTURIST 


ADDRESS: Midwest Farm Paper Unit, Sales 

offices at: 35 E. Wacker Drive, Chicago 1 ini 

. «250 Park Avenue, New York 17, N. Y. Sales Training 
. «+ 110 Sutter Street, San Francisco 4... 

159 South Vermont Ave., Los Angeles 4. 


‘Mr. Fram’ Comes Out of a Workshop 
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HIGHLIGHTS 


AS MARKETERS SEE IT 


Three hundred marketers look at business ahead— 
and the factors that will influence it. They comment 
on politics, prices and markets . . . and they size up 
the marketing problems expected in 60. Page 29 


WIDE WORLD PAYOFF FOR THE HOTSHOT 
There’s a whole new society of “Continentals” going 
around the world on the company tab, thanks to a 
growing trend in travel incentive planning. Look at 
the 80 million miles earned by 22,000 Fedders winners. 
Page 38 


Ice Follies — Photo Courtesy 
Shipstead & Johnson 


WHY YOU'LL HAVE TO ADVERTISE MORE IN ‘60 


With inventories and production high—and expansion 
plans slated to push them higher—advertising will be 
a key factor in stirring a public which needs, and 
can afford, your products. Page 44 


A MEASURE OF GLAMOUR 


The old bathroom scale has a new allure—and a new 
market—since Borg-Erickson decided to take it out 

« . r.calli y De. . life - > > : " L 
of a slow selling, buy-once-for-life category. And, ‘Two award-winning newspapers in 0 
once again, glamour, from styling through merchan- sales-winning market offer a combi- 


dising, captures the impulse-item market. Page 34 mere dhe P tcsler—nad a 
Register-Republic won Inland Daily 
Press first place awards for excellence 
in handling local government news. 
Further, two reporters were cited by 
gu EE dammed Sune te naan X 
staff photographer took second in 
Inland’s annual news photo contest. 
A Rockford newspaper advertiser 
DEPARTMENTS AND SERVICES won Editor & Publisher color crea- 
tivity award. That makes the Morn- 
Advertisers’ Index 71 Mr. Gains ing Star and Register-Republic a 
winning combination for your sales 
Advertising Weathervane 44 Letters message. And, Rockford continues to 
rate TOPS in retail sales in I)linois 

Call Report Marketing Newsletter (outside Chicago). 


Corporate Close-up Scratch Pad ‘ 
ROCKFORD MORNING STAR 


Rockford Register-Republic 
Finest FULL COLOR Facilities 


Dynamarketer Significant Trends 
Editorials They're in the News 


Executive Shifts Worth Writing for 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highwoys 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
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Special Feature Editor 
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Midwest Editor 

Copy Editor 
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Dr. Jay M. Gould 
Alfred Hong 
Peter B. B. Andrews 


T. Robert O’Brien 
Alice Harris 


H. M. Howard 
Grace Bigger 


SUBSCRIPTIONS 


DIRECTOR 
Assistant Director 
Subscription Manager 


U. S. and Canada: $100 year ¢ 


R. E. Smallwood 
John S. Fragale 
C. V. Kohl 


Foreign $15 


OFFICERS 


Chairman of the Board 
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Bill Brothers Publications in MARKETING (in addi- 
tion to Sales Management): Sales Meetings, Premium 


for an advertising schedule = 


= Practice. INDUSTRIAL: Rubber World, Plastics 
NEP 


Technology. MERCHANDISING: Fast Food, Floor ,. 
Covering Profits and Modern Tire Dealer. 


PUBLICATIONS 
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Publications 
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of Publications 


Circulations 


SALES MANAGEMENT, with which Is incorporated PROGRESS, is published the first and 
third Friday of every month except in | July, September and November when a third 
issue Is published on the tenth of the month. Affiliated with Bill Brothers Publishing Corp. 
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Street, Philadelphia 7, Pa. WAlnut 3-1788; Philip Harrison, Publisher; Robert Letwin, Editor. 
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Ads or News 


‘Stop’ Reader 
Bright Copy Is Key 


New York, N. Y.-?®-—Newspa- 
per studies prove an editor or 
advertiser can “stop the reader 
just about anywhere he chooses” 
with bright headlines and lively 
presentations, Carl J. Nelson, 
president of Carl J. Nelson Re- 
search, Inc., said Tuesday. 

Readers “don’t particularly 
care whether their news comes 
from the editorial or advertising 
columns,” Nelson declared. 

“A new feature on a (refriger 
ator) is a lot more newsy to 
some than the fact that NATO 
will meet in the summit session 
in mid-November. If ads are 
newsy, (they) can’t miss.” 


Nelson spoke to some 200 ad- | 


vertiser and agency executives 
at a one day newspaper adver- 
tising seminar sponsored by the 
bureau of advertising of the 
American Newspaper Publish- 
ers’ association. 

A 10 minute color film shown 
to the ad men néted that ‘more 
newspapers are sold each day 
than packs of cigarets, loaves 
of bread or bottles of milk. 


“Newspaper Always Selling” 


“Like any good salesman,” 
the film’s narrator said, ‘the 
newspaper is always selling. 
Each reader picks his own time, 
his own place, his own conven- 
ience. And everyone sees the 
ads. Women say they’re the 
most important thing in the 
paper.” 

E. L. Deckinger, vice-president 
of Grey Advertising Agency 
told the meeting that advertis- 
ing cliches keep many advertis- 
ers from capitalizing fully on 
newspapers. 

“All of us have heard that to 
develop a high quality image, 
we need the rich four color re- 
production of magazines or a 
high budgeted television spec- 
tacular,” Deckinger said. 

“We all know that, don’t we? 
That is, all of us except a few 
advertisers like Cadillac. They 
have been putting three-fourths 


of their dollars into newspapers ; 


for years. And which of you 
wouldn’t trade the image of your 
product .. . for Cadillac’s?” 


“If ads are newsy, 


they can’t miss— 
in the newspaper” 


Only the newspaper is tailormade for 
product news. And only in the newspaper 
can you tell a jolting “get-it-now” 
product story to so many people 

looking for product news. Or tell them 
for so little money! In The 

Milwaukee Journal, for instance, a big, 
attention-compelling full page is only 
$1,800 for 380,000 circulation, only 
$2,040 for 505,000 on Sunday. Your 
product makes news in the big city 
newspapers, reaching millions of 


attentive readers! 


in 
Read k Stopped 
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In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 
ADVERTISING Orrices: Philadelphia * New York * Chicago 


REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
Fiona Resorts: Tke Leonard Company * Miami Beach 
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EDITORIALS 


-SM : 


Integrity Ils Never Old-Fashioned 


People in this country prefer to accept each other on faith. 
Most of us are willing to take the other fellow at face value. 
Suspicion is not part of our nature. Seldom do we go around 
preaching moral values. 


When our confidence in the other man is abused, however, 
we can take a tougher view, and occasionally we feel justified 
in having our views translated into laws, just to have handy in 
case a club is necessary on the cheat. 


Surely the television quiz scandals will lead to corrective 
action, possibly new federal and local laws. At first it seemed 
as though there was no recourse against the fixed quiz, the disc 
jockey payola, or the courting of preferment by not-so-subile 
payoffs in all kinds of business transactions. 


There is legal recourse, as company presidents and _ their 
treasurers have been quite aware of for years. The Securities 
and Exchange Commission, established in the mid- thirties, long 
has required presidents to disclose to stockholders the business 
relationships of officers and directors who have commercial and 
professional relationships with the company. 


For example, the 1959 proxy statement of a major national 
advertiser, declares: 


“It is not believed that any person who has acted as a director 
of the company since the beginning of the last fiscal year, or 
any person proposed to be nominated for election as director, 
or any associate of any such director, officer or nominee, had 
or has any material interest, direct or indirect, in any material 
transaction since the beginning of the last fiscal year or in any 
material proposed transaction to which the company or any 
subsidiary was or is to be a party.” 


Many other proxy statements contain statements just to the 
contrary. They detail the business arrangements, and frequently 
the amount of money paid, for legal services, for example, to an 
attorney who is a member of the company’s board of directors. 


These disclosures do not hobble individuals in the conduct 
of the company’s business, nor the individuals operating their 
own law practices or supplier companies. They do, however, 
open the record of the business relationship so stockholders 
have ready access to the facts. The judgment is up to the 
shareholder. 


We hate to see our life cluttered with even one more law or 
regulation. But laws and regulations are traffic cops. They are 
enacted in response to public pressure. The public is entitled 
to know the relationships of “insiders” with each other. Are the 


Faultless advertising balloons 
get more attention for your 
brand name, insure success \ 
for premium promotions. Send \ 
for free sample kit, including | 
new two-color imprinted 
balloons, layout sheet, price 
lists and complete ordering 
information. The Foultless 
Rubber Company, Ashland, O. 


(Haultless) 


MMH HH ¥ 


Closing +e Sale 


A 16mm. sound motion picture 
featuring BORDEN and BUSSE 


SEE: 


%* how sales champs weave a thread of 
closing all through the presentation 


¥e methods topnotchers use to find the 
key issues for closing 


* how to translote product features into 
order-winning buyer benefits 


¥%& how to rivet the customer's attention to 
the presentation 


% how winning salesmen ask for the order 
at closing time—repeatedly, if necessary. 


You can rent or buy a print of CLOS. 
ING THE SALE. Details, plus our new 
film catalog, mailed on request. Write 
to— 


DARTNELL Wigtiest 


TRAINING FILMS 


(801 Leland Ave. Chicago 40, Ill. 
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Shorten the distance coast-to-coast with... 


TILE, MILE SAVER’ ROUTE 
7 UI 
ty 


or wh 
yh Pa NEW YORK Cy 
wax _ NGO EES 
——— Priit ADE PHia 


— i ip DATION WASHINGION D ( 
= % 


~~ 


SQ DENVER 


; fan eam (tn _— CONCINNATE s ; 
PUEBLO ee LOUISVILLE IS ih 


ST. LOUIS “\Ss9y evansvitte 


7 SD owENsBoro 


NASHVILLE 
p i 


TUCSON 


* Shorter alternate route 
between Los Angeles and Chicago 
cuts miles off D-C’s 
coast-to-coast system! 


When SERVICE is important, you'll be miles ahead when you 

ship via D-C’s MILE SAVER ROUTE. Shortens the distance between 
Los Angeles and Chicago — brings the East and West Coast 

miles closer — makes D-C’s DIRECT SERVICE even more direct! 


Try D-C’s MILE SAVER ROUTE on your next shipment — you'll discover 
why D-C is the coast-to-coast choice for coast-to-coast service! 


DENVER CHICAGO TRUCKING CO., Inc. 
THE ONLY DIRECT COAST-TO-COAST CARRIER! 
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EDITORIALS (continued) 

top ten records really the top ten—in public popularity? Are 
advertisements what they appear to be—or are they rigged? The 
cheat will: not hesitate to state orally that he is Simon pure. Nor 
will he hesitate to declare in writing that he is lily white. But 
if he is called upon to sign something that has legal bite—a 
possible perjury charge—he will waver and probably duck. 


It would be a mistake for business to underestimate public 
indignation at the shenanigans disclosed to date involving our 
conduct of business. It is remarkable that no congressman has 
rushed to the headlines with a declaration that “There ought to 
be a law.” Congress has been remarkably calm. If abuses continue 
you can bet yourself a Stetson that there will be a law. 


Which Markets Are Best? 


You will be hearing a lot more discussion about a concept 
of marketing described by Anheuser-Busch as the “media-cover- 
age-area concept” being used with fantastic success to introduce 
its Busch Bavarian beer. 


Busch now has 42 media coverage areas in 15 states (SM, 
November 6, 1959, page 77). Busch says a media coverage area 
for “any given market includes all wholesalers whose territories 
receive 60% or more TV coverage from stations originating in 
a central city.” 


Busch inspects markets first for the capabilities of the media 
—in this instance, it happens to be TV. But they could consider 
newspapers, magazines, radio, outdoor, in a similar manner. 


It is noteworthy that an advertiser is betting its money on the 
“media-coverage-area” strategy of marketing. And it is reshaping 
its physical distribution areas to match the media coverage in 
the selected marketing areas. Usually, it is the other way around, 
with media bought to coincide with an existing pattern of dis- 
tribution for a company’s product. 


Other advertisers will have to decide whether the Busch 
approach has merit for them. Certainly other brewers have 
learned at first hand the inroads Busch Bavarian beer has made 
using this media strategy. 


Media should welcome this form of market selection. It makes 
media a primary consideration in market selection. The adver- 
tiser who adopts this form of market selection must consider the 
merits of each market. And he must become intimately familiar 
with a newspaper's, or a television station's, capabilities. 


An oddity of the present situation is that it is Anheuser-Busch 
explaining this marketing philosophy. Here is an advertiser sell- 
ing the media story to other advertisers. Perhaps TV, newspapers, 
radio, magazines and outdoor should join in telling the story. 
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The staff of 
Thomas Register 
celebrating its 
50th Anniversary Edition 
extends 
Holiday Greetings 
and Best Wishes for 
the New Year 
to more than 12,500 
T. R. Advertisers, 
to more than 
1,600 Agencies 
and to all our 
Subscribers and Friends. 


THOMAS REGISTER 


461 EIGHTH AVENUE 
NEW YORK 1, NEW YORK 


Industry's No. 1 Publication 


because it's 


Industry's No. 1 Marketplace 
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“BUSINESS PUBLICATION 
ADVERTISING IS THE QUICKEST 
WAY TO COVER VARIED MARKETS” 


“We sell to many vertical markets,” relates A. F. Woods, 
General Sales Manager, Marlow Pumps Division, Bell 
and Gossett Company. “‘Advertising in the leading busi- 
ness publications eiiabies us to introduce new products 
and re-emphasize sales points of established lines quickly 
and economically. Advertising has helped us open new 
markets, and multiply sales to assure continuing growth.” 


IF WHAT YOU MAKE OR SELL is bought by business 
or industry, you'll find that consistent advertising will 
help “‘mechanize”’ your selling. It will remind customers of 
your product advantages, introduce your developments 
to both new and old markets with minimum effort. More 
than a million key businessmen pay to read McGraw-Hill 
publications. By concentrating your advertising in the 
McGraw-Hill magazines serving your markets, you will 
give your salesmen more time to make specific proposals 


, 


and close sales. 


ww. McGraw-Hill a 
, a ek See Ce : i): 
*Cosa®” rash! CA TI CO ee We 


McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


6 STEPS TO 
SUCCESSFUL 
SELLING 


Mn 


MORE ADVERTISING HERE MEANS > MORE SALES TIME HERE 
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ROCK ISLAND + MOLINE + EAST MOLINE + DAVENPORT 


FIRST 100 MARKETS 


IF YOU DO 
BUSINESS IN THE 
QUAD-CITIES .. . 


THE 
wad SiS -- OWE OF 
Ol 
TH FIRST 109 wate 


THIS DATA 
CAN HELP YOU 


Just off the press! Unique 16-page tab. 
loid of new, authoritative Quad-City 
market facts and figures. Graphically 
illustrated. Concise, complete, accurate, 
useful. Read exclusive interviews with 
Quad-City wholesalers and retailers of 
food, drugs, etc. Ask for the 1959-60 
Quad-Cities Market Edition. Contact 
Allen-Klapp or write Mr. Harold €E. 
Swanson, Manager General Advertising, 
Argus-Dispatch, Rock Island—Moline, 
Illinois. 


THE QUAD-CITIES LARGEST 
COMBINED DAILY CIRCULATION 


MOLINE DISPATCH 
ROCK ISLAND ARGUS 


Pp THE ALLEN-KLAPP CO 
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CORPORATE CLOSE-UP 


Super Launching 
For Super Blue Blade 


One sure way to dominate a market is to keep moving so fast that 
the competition never even gets close — that seems to be the Gillette 
method. Now, to help launch the new Super Blue Blade, currently 
reaching wholesalers in volume, Gillette has budgeted an extra 
$3,250,000 for special 3-month introductory advertising beginning 
with the New Year’s Day Rose Bowl game. 


Why does Gillette need another razor blade? “The answer is quite 
simple,” says Bill Salatich, general sales manager. “This is not a 
special marketing counterattack or anything like that, it is the result 
of a new process that our research laboratories have perfected in 
their normal and continuous investigations to improve our products. 


“We have no plans to drop either the Thin blade or the regular 
Blue blade. We think that a little business will be taken from the 
Thin and the Blue but how much, we don’t know. We're sure, 
though, that this new Super Blue is going to be a success and is 
going to take even more business from the competition in the wet- 
and dry-shave markets. All you have to do is try this blade to know 
why,” says Salatich enthusiastically, “and that’s the way we're going 
to pitch our ads. Simple, no illustration, a black border around copy 
that is factual and quiet, a simple announcement. It will sav, “You'll 
have to try it to believe it.’ 


“We sampled this blade with over 2,000 top executives of large 
wholesale and retail organizations in the drug, food and variety fields. 
We have over 400 letters from these executives who were very 
excited about the new blade, and these people are not easily im- 
pressed. They can see ‘just another campaign’ a long way off.” 


For the first time in over 25 years, Gillette is launching a special 
national newspaper campaign beginning on January 10 in 265 news- 
papers in the country’s top 180 markets. The company will run a 
schedule of four ads over two-thirds of a page in size. Some papers 
will carry this ad on Sunday and others on Tuesday. New insertions 
will appear every third week. This special newspaper advertising 
will be in support of the radio and TV Cavalcade of Sports. 


Full-color Sunday comics advertising will run in Gillette’s regular 
schedule of 224 newspapers. There will be two insertions on a stag- 
gered schedule to support the other newspaper ads. 


For the first time since the 1955 introduction of the Three Razors, 
there will be a national magazine campaign to introduce the new 
Super Blue in Life, Look and The Saturday Evening Post. These 
ads will begin with the January 16 issue of the Post. There will be 
four insertions on a staggered schedule in each of the three magazines, 


with the final ad appearing on March 24. 


To tie in at the retail level, there will be 15,000 all-new full- 
window displays available for distribution. Nearly half of these are 
due to appear immediately after Christmas. Special merchandise 
cards, counter displays and floor displays will offer the $1.95 Ad- 
justable razor along with the Super Blue blade and Gillette Foamy 
shaving cream. The new blade will sell at 10 for 69 cents. 


“Do we consider this new blade a revolutionary development for 
Gillette? Indeed we do,” replies Salatich. “We think it’s just about 
the most revolutionary development since King C. Gillette introduced 
his safety razor in 1903.” 


1959 


- Hard people 


and 
soft people 
exist only in 


fairy tales 


There are no Tin Woodsmen 
in the market place today. No 
hard people who buy only hard 
things, like automotive prod- 
ucts and home appliances. 
There are no Gingerbread 
People, either. No soft people 
who buy only soft things, like 
cosmetics and clothing and 
candy. 

The wise manufacturer reaches 
the real people by recognizing 
that they drive cars downtown 
to buy food, and that they buy 
food to fill their refrigerators. 
And he reaches them through 
an advertising agency that, in 
itself, is neither hard nor soft— 
that specializes only in adver- 
tising—and that understands 
all the people well enough to 
sell them all kinds of products. 


For he knows that creativity 
and good judgment can’t be 
categorized, any more than 
people can. If you don’t have 
them, nothing else matters. If 
you do have them, nothing 
else matters. 


CAMPBELL-EWALD 
Advertising well directed 


Detroit « New York « Chicago « Los Angeles ¢ Hollywood « San Francisco « Washington « Denver « Atlanta « Dallas « Kansas City ¢ Cincinnati 
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Colonel Jacob Schick worked many years to 
perfect the first electric shaver, before publicly 
introducing it in 1930. Today, quality remains 
Schick's basic ingredient. Its Research Depart- 
nent thoroughly tests every new feature. After 
k management accepts a new feature, 


Supervisor of Product Engineering Leo Woerner 


responsible for quick application of Research 
Department ideas. He helped to put the new 
SCHICK 3-SPEED shaver on dealers’ shelves 


st four months after management approval. 


rT 


How to be first 
in line for 
Selling opportunities 


Schick Incorporated often scores first with new prod- 
uct features in the hotly competitive small-appliance 
market. As these features are developed, new selling 
opportunities result for this company’s potential sup- 
pliers. Comments Schick’s Supervisor of Product 


Engineering: 


“When we develop an idea for a new product fea- 
ture, we naturally move fast to select the materials 


and parts we need. 


“Our first step is to reach for Sweet’s. This service 
speeds our search by putting hundreds of manufac- 
turers’ catalogs immediately at our fingertips. Clas- 
sified, indexed, and bound in volumes, these catalogs 
are easy to find and convenient to use. We can 
compare different makes quickly. And we are confi- 
dent of our selections because they are based on 


uniformly up-to-date catalog information. 


“I know of no other way potential suppliers can be 
certain their catalogs are exposed to us whenever 


needs arise for their types of products.” 


SWEET’S CATALOG SERVICE 


Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18 


Service offices in principal cities 


Sweet’s helps you market—the way industry wants to buy 


The 
Philadelphia 
Inquirer 
sells to 922,000 
adult readers 
who don’t read 
Philadelphia’s 
major evening 
newspaper! 


Talk about exclusive customers! Nearly a million (922,000) of 
The Daily Inquirer’s 1,406,000 total readers do not read 
Philadelphia's other major daily.* And in the suburbs, which 
account for 60% of the market’s buying income, The Inquirer 
reaches 164,000 more exclusive adult readers than the other 
major daily. In fact, when you put your advertising in The 
Inquirer, you reach an exclusive suburban audience that’s 
larger than the other newspaper’s total suburban audience. 


*Source: ' ‘Philadelphia Newspaper Analysis'’ by Sindlinger & Company Inc 


The Philadelphia Inquirer 


| 


Good Mornings begin with The INQUIRER | NEW YORK CHICAGO | DETROIT } SAN FRANCISCO LOS ANGELES 
| ROBERT T. DEVLIN, JR. | EDWARD J. LYNCH| RICHARD |. KRUG | FITZPATRICK ASSOCIATES] FITZPATRICK ASSOCIATES 
for 1,406,000 adult daily readers 342 Madison Ave | 20 N. Wacker Drive | Penobscot Bidg 155 Montgomery St 3460 Wi'thire Bouievard 
Murray Hill 2-5838 Andover 36270 | Woodward 5-7260 Garfield 1-7946 | Dunkirk 5-3557 


| | | 
16 Sales Management December 18, 1959 


—SIGNIFICANT TRENDS— 


Marketing News as Viewed by the Editors 


How’s Your Product Image? 

While motivational researchers have been having 
a heyday, now comes an iconoclast who suggests 
that many prevalent views about purchasing mo- 
tivations are misleading. He suggests that mar- 
keters take another look at their “product image.” 


After a long study of owners of Fords and Chev- 
rolets, a University of Chicago marketing pro- 
fessor, Franklin B. Evans, believes he has the 
evidence to dispel many generally accepted be- 
liefs about product images. He reports there is 
no difference between owners of Fords and 
Chevys—that they cannot be distinguished by per- 
sonality, age, education, income, religion, politics, 
and so forth. 


For advertising strategy, advises Professor Evans, 
it would seem best to be ambiguous in terms of a 
product’s brand personality. He feels that this 
technique would permit customers to read into 
the brand whatever they wish. He implies that 
most people choose cars for “obvious rational 
factors”: lowest price, comparison of features, 
dealer location, etc. Many choices depend on 
small things peculiar to the individual consumer. 


Buying motivations and product images will be 
getting a closer look by marketers in business and 
the universities. Yet, we can’t help wishing that 
Prof. Evans had compared owners of Cadillacs 
and Jaguars instead of Fords and Chevys. 


Putting the Buyer in His Place 

The toy industry is undergoing a subtle and sig- 
nificant shift in the manufacturers’ promotional 
emphasis—a shift that may weil have meaning to 
other industries. 


Traditionally, the toy maker aimed his big guns 
at winning the approval of the quantity buyer, 
according to toy-designer Marvin Glass. He likens 
this misplaced effort to General Motors’ devoting 


its entire energy to satisfying its dealers in hopes 
they would sell the consumer. 


Glass points to a new and healthier trend. Na- 
tional media are directing toy makers’ efforts in 


one direction—the child’s immediate reaction to | 


the product. The result: As in other progressive 
marketing areas, the child-consumer largely de- 
termines the product. The buyer then finds him- 
self eager to handle the toys the child is likely 
to demand. 


As Sales Management sees it, this is exactly the 
position the retail quantity buyer should occupy. 


What Consumers Want in Ads 


Consumers today want all the product informa- 
tion they can get: price, color, construction, spe- 
cial features, usage facts, etc. Added proof that 
information is the most important ingredient in 
an advertisement comes from a Gallup survey for 


Redbook magazine. 


The survey showed that ads are valued most by 
those on the upper social-economic level and by 
young adults (18 to 44 years of age). The study 
disclosed that 70% of those in the top economic 
group say they would find things more difficult 
without advertising; 67% in the middle group 
agree; and only 57% in the lowest group. 


We're not surprised at this latest proof that adver- 
tising is rated highly by the better.paid and edu- 
cated consumers. Yet, we are still inclined to think 
that it is equally if not more effective on those 
in the lower brackets. 


Ills of a Production-Minded Industry 


The managements of many companies are facing 
the fact that their businesses are oriented too 
strongly toward engineering or production—that 
they have been supplying, not marketing, their 
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products. Recently, the furniture industry had its 
moment on the coals when Luke J. McCarthy of 
the Hearst Corp., sailed into this problem at a 
meeting of the Southern Furniture Manufacturers 
Assn. 


Production-minded instead of marketing-minded, 
was McCarthy's description of the furniture in- 
dustry—a label that fits too many companies to- 
day. He accused furniture makers of thinking in 
terms of “How can I make this for less?” instead 
of “How can I sell better at a profit?” 


Furniture makers were warned that unless they 
develop a trade name for their lines, “Retailers 
will own the line by simply removing the tags 
and labels.” McCarthy hit home with his point: 
“No retailer is going to remove the tags of a manu- 
facturer who has made his brand so well known 
that people come in and ask for the brand by 
name—as of now a practically unknown phenome- 
non in the furniture industry.” 


McCarthy took particular exception to the fact 
that the budget “is usually spent in pleading with 
the retailer to take on the line or in shaving the 
price.” With the proper advertising and promo- 
tional effort, however, “The manufacturer will re- 
ceive more business than he ever has in the past, 
with the result that the best retail outlets in the 
country will be camping on his doorstep for the 
goods.” 


Aggressive marketing often does produce this 
profitable type of doorstep camping. And it’s a 
good bet that more companies will wake up to 
these facts of business life. 


What's Ahead in Packaging 
More and more companies are anticipating great 
changes in packaging in the coming decade or 


So. 


Many of these changes will be geared to major 
advances on the way in inventory handling and 
self-service automation. New types of packages, 
as recently described by James P. McFarland, a 
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SIGNIFICANT TRENDS —«continved) 


v-p of General Mills, will have to meet three 
cardinal principles: (1) protection of the product, 
(2) efficient movement through distribution chan- 
nels, (3) convenience of the consumer. 


New packages will also have to stand up under 
the increased use of mechanical devices for con- 
veying and vending. They must be able to meet 
the tastes of an increasingly sophisticated buying 
public. 


Some new ideas in packaging cited by McFarland 
include: 


* Barrier films—clear, rigid plastics which com- 
bine visibility with unbreakability. 

* Lighter cans—weighing as little as half the cur- 
rent ones. 

* Cans with opening and re-closing features— 
combining plastic with metal. 

¢ New types of tubes and squeeze bottles—offer- 
ing increased versatility for new products. 

¢ Aluminum containers—already in use for oil but 
slated for many other fields. 

* New protective coverings—combinations ot plas- 
tic and organic materials, for consumer- and 
industrial-product uses. 


Packaging will be involved in product competition 
more than ever before. The marketers who take 
the first big steps in new packaging developments 
will stand the best chance of coming out on top. 


INTERESTING IF NOT SIGNIFICANT . . . 


A drug store in the state of Washington came up 
with a new merchandising gimmick—a single price 
tag of 88 cents. Merchandise is offered in single 
or multiple-units, but all prices are the same— 
88 cents. .. . Latest estimate is that 385,000 active 
brand names are competing for shelf space in 
retail sales today. . . . B.O.-conscious Americans 
spent about $90 million on personal deodorants 
last year, according to Drug Topics; this is 45% 
higher than in 1954. ... Current U. S. ad campaign 
by Cuban Tourist Commission is expected to reach 
more than 86 million persons. 


Advertisement prepared by D'Arcy Advertising Co 


*K 


building the image of Mercedes-Benz.-Our unusual and distinctive trade-mark, 


Our four-color campaign in The New Yorker has played a key role in 


the silver three-pointed star, has been widely identified by The New Yorker’s 


THE 
quality-minded audience, and this spurs Mercedes-Benz sales.” NEW YORKER 


MAGAZINE 


u 


SUPERSON 


TUNNEL 


J 


BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 

you re trying 

to sell in the 
aviation market, 


what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 


Aviation Week 


Including Spacé Technology 


Aircraft —- Missiles 


PROVABLY YOUR BEST BUY... 

... because HEATING, PIPING & AIR 
CONDITIONING confines itself to the services 
for which it is named as related specifically 
to the industrial-large building market. No 
stretching of editorial coverage, no dilution 
of circulation! 

. . . because HPAC’s concentrated editorial 
has an appeal to all the purchase-control 
factors in this field — to all those who specify 
and/or buy. You reach the consulting engi- 
neers AND mechanical contractors AND 
engineers with plants and big buildings who 
are specialists in or whose major interests 
are just these services in just this field. No 
gaps, no untouched bases! 
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Focusing 


on just the 


industrial—liarge building 


field 


Edited for, 


paid for, and read by the 


specialized engineers and 


contractors you must sell! 


. . . because each of the readers of HPAC 
is, and has been, paying for it directly, 
individually, voluntarily. Here’s assurance 
backed up by dollars on the line and 
an ABC-audit — that HPAC is wanted, re- 
spected, and used! 
... because HPAC has fully paid circulation, 
leads in number of editorial pages, leads by 
over 2 to 1 in advertising volume, has more 
advertisers and is used on an exclusive basis 
by more advertisers! 
Don’t settle for less. Concentrate in HPAC, 
the book with the strategically focused con- 
tent and circulation. KEENEY PUBLISH- 
ING CO., 6 N. Michigan, Chicago 2, Illinois. 


-SV4 LETTERS TO THE EDITORS 


Nestlé’s step 

Re your Oct. 2 article on the 
marketing organization of The 
Nestlé Co. [“Is Your Marketing 
Set-up Geared to Tomorrow’s Sales 
Needs?”] I should like to take issue 
with the new structure proposed 
in this article. 

One of the reasons given for re- 
organization was to free the top 
marketing executive of the large 
number of persons reporting to him. 
Although the new structure reduces 
the number of contacts from 12 to 
9, I feel that this is still too many 
to allow for any creative thinking 
on his part. Further, it was stated 


really appears to have the neces- 
sary authority to plan for new 
products. 

It appears that under this 
current (and, I believe, only the 
first of many) reorganization, Nes- 
tlé will secure a better coordinated 
selling effort, but it is the total 
planning for profitable operations 
that constitutes the true marketing 
concept. 

Hector Lazo 
Chairman, Marketing Area 
New York University 
Graduate School of Business 
Administration 
New York, N. Y. 


Greensboro -- 
GREEN THUMB 


OF THE NEW SOUTH'’S 
MARKETS! 


15th 


IN TOTAL 
RETAIL 
SALES 


Sales grow bigger and faster in the Greens- 
boro metropolitan market — where retail 
sales have increased a hundred million 
dollars in just four short years. Schedule 
your advertising in the only medium with 


that flexibility existed in the new 
organization by making it possible 
to add new product divisions by 
drawing a horizontal line. This 


‘Silent Selling’ 
Referring to the book, “When 
to Stop Talking,” mentioned in the 


would increase the number of con- 
tacts to 10 or more, an exceeding- 
ly large number for a top manage- 
ment position. 

To relieve this situation, I should 
like to propose a new slot which 
would coordinate the efforts of the 
managers of advertising, marketing 
research, new products and sales 
development. Although a new level 
would be added, this would be 
more than offset by gains of settling 
conflicting issues outside the v-p's 
office. 

It would be interesting to hear 
comments by Dr. Hector Lazo of 
New York University on this sub- 
ject. 

Arnold R. Allen 
Product Marketing Engineer 


Dallas, Tex. 
3 


It happens that both the Nestlé 
people and Mr. Allen are correct. 
It is merely a matter of timing. 
The Nestlé marketing set-up is, I 
believe, only a first step. . . . It 
will have to go much further than 
it has in assigning profit and loss 
responsibilities to the product di- 
visions. This divisionalized set-up 
is really restricted to the selling 


letters column in your Nov. 6 
issue, we are the publishers of this 
book. The author is J. B. Duryea. 

It was originally published in 
1926, and is now out of print. The 
only copy I know of in existence 
now is the one in our library. 

We are insurance publishers, 
and this book dealt primarily with 
the sale of life insurance, although 
the ideas could be used by other 
salesmen. 

H. B. Skelton 
Vice President and Sales Manager 
The Rough Notes Co., Inc. 
Indianapolis, Ind. 


“Silent Selling” may be what 
Mr. Cooperider has reference to. 
In any event, the idea is the same. 

Bob Fisher 
Kerns Casket Co. 
Worcester, Mass. 


®& The booklet, “Silent Selling,” 
forwarded by reader Fisher, was 
published in 1949 by the Execu- 
tive Development Press, Inc., Lit- 
tleton, N.H. Blurb on the cover 
states that “Many an average sales- 
man, and many an outstanding 
salesman, would be even more 
successful were he to master the 


dominant coverage in this market and sell- 
ing influence in over half of North Carolina. 


Greensboro News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


enjoy being 
pampered ? 


++. you'll enjoy stopping at Chicago's 


Extedbue Ht; Cuse’ 


Tomorrow's Hotel Today 


(not the marketing) function. 

To be sure, there is a “corporate 
manager, new products.” But what 
does he do? What authority does 
he have to make changes, to intro- 


CHICAGO’S Executive House, a 
new ultra-modern 40-story sky- 
scraper with drive-in garage, 
ideally located on the edge of 
the famous Loop, introduces 
many innovations — including 


art of adding silence to his sales- 
manship.” 


next year’s allowance 


duce new products, to plan pro- 
duction schedules? And, although 
obviously he would not do this 
without consultation with the prod- 
uct general manager, under the 


present set-up NEITHER ONE 


I was very much interested in 
the article on automobile standard 
allowances [“Brake on Auto Costs: 
‘59 Increase Is Slight,” SM, Oct. 
16]. 


Frankly, we have used this chart 


private sun terraces—the last —=—=SutD. 
word in luxury hotel living. = 


nh0, 
Write for colorful brochure H. Ss 
Oude’ 


Dept. S, 71 E. Wacker Dr., Chicago 1, Ill. « Fl 6-7100 


A. M, Quarles, General Manager 
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for a change in our mileage allow- 
ances for salesmen’s cars, on the 
premise that they would be ad- 
justed in 1960. 

Heinz H. Loeffler 
President 

Exeter Paper Co., Inc. 

Chicago, Ill. 


Y ’ il Sy il N TelePrompTer’s cue 

ou e Congratulations on your most in- 
N teresting article on closed-circuit 

television [“Tyrex Captures Non- 


MORE if oo . Captive Audience,” SM, Oct. 16]. 
\ \ May I, however, point out a se- 

rious omission? You forget to men- 
. tion that this (like most closed-cir- 

» + + you use THE RECORD \\ cuit telecasts these days) was ar- 
.\ ranged by the Group Communica- 

NEWSPAPERS to cover the . tions Div. of TelePrompTer Corp. 
Troy, N. Y., Market of 254,000 


Alfred N. Greenberg 
consumers in five counties. 


om 


Director of Advertising 
TelePrompTer Corp. 
New York, N. Y. 


> SM didn’t forget. We didn’t feel 
TelePrompTer needed a plug. 


HERE'S WHY — Na 


radio, television sta- 


“Seals Management” 

You see a misplaced “e” in a 
name can make some difference. 
L, ‘s You folks spelled the name of my 
paper can match the Fo firm [Smith, Kline & French Labo- 
, SS ratories] wrong in the Nov. 6 
selling power of THE Q'S issue [“Which Manufacturers NET 
Highest on Sales Volume?”] 


RECORD NEWS- \ Joseph A. Bova 


PAPERS in the Troy Wantagh, L. I. 
B® SM, redfaced, apologizes to 


Market. \ reader Bova and Smith, Kline & 


UW 


tion or other news- 


« » 


French Laboratories for a lost “e. 
7 


COST—Only 22 cents a line. \ 
\ For a good many years now, we 
One advertising order and one N have been told that jet travel is 
\ sure to shrink the world—to bring 
cost will do the job here. Call \ cities and towns closer together 
\ than ever before. But I had no 
or write now for more informa- idea of the far reaching effects of 
\ this shrinkage until I read your 
tion. editorial, SM, Nov. 20 [Where 
Were You Between 11 and 2?] 
which did away with the New 
Hampshire coastline and that fam- 


THE TROY RECORD \ ous old city of Portsmith. I refer 
. specifically to your flight on United 
\ Air Lines’ new DC-8—in which 
THE TIMES RECORD NN you flew from New York up to 
\ the “Massachusetts—Maine bound- 
* \ ary.” Maybe we could use this 
TROY, N.Y. \ shrinkage technique to get rid of 
some of the world’s trouble spots. 
William H. Kearns, Jr. 


District Manager 
Purchasing Week 
New York, N.Y. 


\ And having re-checked our map, 
MQ AQAAGG GQ’ SM finds we apparently scratched 
NX i &{& famous old “Portsmith” for good. 


“Liptivtttii 
KMYlChipn: 
fy yy yyy, 
Wty, 


htCQOUUSW@ 0U02U00}™]™- 067 2 
4 Zu Y WWV\'ittyy 
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is for finé—The End—“ain’t no more”’. 
The size of the alphabet foils an encore. 


We've told you of Gardner, its people, its aim 


<q To make sales-minded cartons our chief claim to fame. 


CIN 


is for Gardner, where cartons are made 


With a difference so striking they’re the talk of the trade, 
For they move products faster and run, folks agree, 


The quality gamut from A clear to Z. 


Persuasive Packaging 
DIAMOND NATIONAL CORPORATION 


THE GARDNER DIVISION @e MIDDLETOWN, OHIO 


Plants in MIDDLETOWN and LOCKLAND, OHIO; . . DRY CARTONS + CARRIERS + BOXBOARD 
GARDNER-BROOKS, Inc., SPRINGFIELD, MASS. PARAFFIN CARTONS + RETAIL CARTONS 
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4list STREET 


You don’t have to be far off Madison 
Avenue to be a lot closer to the view- 
point of industrial, commercial, and 
retail buyers...to think in terms of 
clients’ business problems and to weigh 
the returns-value of advertising paid 
for by clients’ hard-earned cash. You 
have to be just far enough away to be 
impervious to the insular thinking of 
those who live in a world where all 
sustenance is drawn from a cauldron 
of pure creativity. 


The Schuyler Hopper Company is stra- 
tegically located, geographically and 
philosophically, just west of Madison 
Avenue—neatly balanced between cre- 
ative ideas and the practical business 
problems of clients and their customers. 


THE SCHUYLER HOPPER CO. 


12 East 41st Street (just west of Madison) 
New York 17, New York « LExington 2-3135 


“ Advertising that sells by helping people buy” 


MADISON AVENUE 


December 18, 1959 


tat 


Yau sop 82 thai ih least 


Outdoor sells cars hard 
when and where the selling 1s good 


Auto makers take a back seat to no one when it 
comes to moving products. That’s why Outdoor 
advertising shows up so big in their media mix. 


Auto makers know Outdoor delivers more prospects 
at a lower cost per exposure than any other medium. 
Outdoor hits prospects wherever they drive... when 
they’re most receptive...in big full color. 

There’s no more flexible medium. Outdoor blankets 
the nation at new car introduction time. Then settles 
down for the long hard pull of year-round selling. 
And it’s quick on its feet... quick to change with the 
market situation. 


OU TDOO 


Selective, hard-selling, big. These are the words for 
Outdoor. Ask anOAI man to show you how Outdoor 
posters, painted bulletins and spectaculars can sell 
hard for you...whether you sell cars, packaged 


products or soft goods. 


He’ll put at your disposal all the research, planning, 
creative and merchandising services of Outdoor 
Advertising Incorporated—the national sales repre 
sentative of the Outdoor advertising medium. 


Sales offices in: Atlanta, Chicago, Dallas, Detroit, 1 
New York, Philadelphia, St. Louis, San Fran 


ADVERTISING 
INCORPORATED 


“SECOND 
can be 
beautiful” 


South Carolina’s more than 2/3 million 
citizens cannot possibly be covered by 
the first TV market stations alone. 
WBTW offers you easy access to South 
Carolina’s second sociable million, united 
and made amenable to your message 
by first class television service, largely 
free from effective competition. Check 
NCS +3 totals for South Carolina TV 
stations. One good fiook and you'll 


agree “Second Can Be Beautiful.” 


“Second can pay off, too” . . . as 
Miss Carolyn Melton proves by as- 
suming the title of South Carolina’s 
Miss Universe when the reigning 
winner relinquishes her title this 
month. Carolyn, from Cheraw, 
S. C. won runner-up honors in the 
1959 contest held at nearby 
Myrtle Beach. 


WU BTU 


FLORENCE, S.C. 


214,600 


Total sets in Markets — 
c 193,480 updated Spring Set Count 


based on NCS #3 coverage. 


D 179,600 


THE JEFFERSON STANDARD BROADCASTING COMPANY represented nationally by CBS TV Spot Sales 
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Sales Execs Are Bullish about ‘60! 


They're confident about business, even about 


politics. 


There will be more new products, more salesmen, 
more advertising. There will be more and harder 


li 
selling. 


Prices will be somewhat higher here and there. 
Sales chiefs will be bedeviled by their normal 
quota of problems, particularly in managing the 
sales force. 


hat’s the verdict on 1960 handed 

down by some 325 sales execu- 
tives. Here, in detail, are the thoughts 
and problems of these members of 
Sales Management’s Sales Leadership 
Panel. Here is what they are thinking 
—and why. 


> Business . The overwhelming 
majority of the nation’s sales execu- 
tives are bullish about the 1960 sales 
year. More than two-thirds expect next 
year’s sales to be bigger and better. 
Some of their reasons: 

“Higher incomes. Stronger buying 
trends. Larger market.”—J. H. Bren- 
ner, assistant general sales manager, 
Studebaker-Packard Corp. 

“Increase in population and demand 


for consumer goods.”—William F. 
Burr, division manager, Chesebrough 
Pond’s, Inc. 

“More auto units. Settlement of steel 
strike. More money spent for leisure 
activities."—H. G. Ling, district sales 
manager, United States Rubber Co. 

“Economic growth of the nation. 
Consumer spending. Automation.” — 
Ray F. Parker, manager-carbide sales, 
General Electric Co. 

“Continuation of present momen- 
tum. Healthy consumer buying spirit. 
Presidential election year.”—J. A. Mc- 
IInay, vice president-marketing, Elec- 
tric Storage Battery Co. 

“High consumer income.  In- 
creased population. More leisure time. 
High capital spending for cost-saving 


Sales Management 


processes as well as increased plant 
capacity.”—John Fairgrieve, general 
sales manager, chocolate products, 
Nestlé Co. 

“Wage increases ahead of commod- 
ity price increases. Rapid rate of ob- 
solescence of postwar products.”—C. 
J. Urban, marketing manager, West- 
inghouse Electric Corp. 

The bullish predictions for 1960 go 
on and on: “Higher per capita in- 
come and purchasing power . . . new 
construction activity . . . better inter- 
national climate . . . rising marriage 
and birth rates . . . increased capital 
goods expenditures . . . federal road 
building . . .” 

Virtually all sales executives feel 
that the economy is in good shape for 
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Sales Execs Are Bullish 
About ‘60! 


(continued) 


the upsurge which will inevitably fol- 
low the settlement of major labor dis- 
putes in steel and other industries. It 
is generally expected that most of the 
business postponed because of the 
steel strike will be pushed forward 
into early 1960. 

Significantly, chances are good that 
this initial upsurge in business result- 
ing from the strike settlement will give 
way to a further advance, although a 
more gradual one, through the rest 
of 1960. 

Business after the strike settlement 
will be on a “high-level plateau,” ac- 
cording to the First National City 
Bank, New York. The bank points out 
that inventories of steel, autos, and 
many other types of goods will need 
to be rebuilt. The return to work of 
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How Panelists View the Business Outlook, 


ON THE BUSINESS OUTLOOK: 


67.0% expect bigger and better 


year. 


strikers and laid-off workers will boost 
payrolls. Other consumers who held 
back for fear that spreading layoffs 
might affect them will be in a mood 
to spend more freely. This confidence, 
coupled with expanding sales, may 
well inspire businessmen to speed up 
iheir capital spending. 

These optimistic factors are the 
basis for predictions of Gross National 
Product next year. Virtually every 
prognosticator says that GNP will hit 
the $500-billion rate during 60. This 
will mean the arrival of our long anti- 
cipated half-a-trillion-dollar economy. 

In spite of these rosy predictions, 
there is a gloomier mincrity opinion, 
held primarily by farm industry sup- 
pliers. They forecast a less optimistic 
view of sales in 1960: 


ON THE POLITICAL 
OUTLOOK: 


64. > % expect a Republi- 


22: 5% expect good year. 


Ye ° 5 % expect fair year. 


1.0% 


They’re confident about their competitive 


strength: 


expect poor year. 


77.5% think they can outsell their 


top competitors. 


ON SPENDING MONEY 


TO MAKE MONEY: 


51.0% 


11.5% 


can victory in 
1960. . 


5 5 ° 5 % believe inflation 


will be a major 
political issue. 


believe the Gov- 
ernment is taking 
the necessary 
steps to curb in- 
flation. 


believe results of 
election will make 
a big difference in 
“sales climate.” 


68.0% believe it will 


make little differ- 


ence. 


20.5% believe it will 


make no differ- 
ence. 


7 5 . 5% will increase the size of the 


sales force. 


70.0% will increase the advertis- 


ing appropriation. 
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“We had good business in 1959, 
but will tind new business scarce in 
1960,” said a sales manager of a large 
agricultural supply firm. He pointed 
to “farm surpluses, lower prices, er- 
ratic weather conditions.” 

The farm problem may well get 
worse. Net farm income will be about 
$11 billion this year, a $2-billior drop 
from last year. A further, yet slighter, 
dip is forecast for 1960 by most ex- 
perts. 


Politics . . . Sales executives appear 
equally willing to talk about politics, 
particularly with a Presidential elec- 
tion coming up. 

Almost 65% of them say they expect 
(not necessarily want) a Republican 
president elected. Yet, a surprising 


89% say they believe the results of 
the election will make little or no 
difference to the sales climate in the 
following four years. Some of their 
comments: 

“Both political parties wear the 
same hat—in different colors . . . Both 
parties are pledged to full employ- 
ment, high taxes, and high govern- 
ment spending . . . The Administration 
does not have sufficient influence on 
the natural business and economic 
cycles of commercial enterprises . . . 
Both parties must follow liberal poli- 
cies. Today, neither party can appeal 
to selected groups alone—they must 
appeal to all classes . . . Sales climate 
is created by men and companies, not 
politicians.” 

Queried on inflation as a major 
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ON MANAGEMENT PROBLEMS: 


Panelists checked more than one of the 
following as major headaches of 1960: 


70. 5 % worry about equipping and 


training salesmen to fight 


competition. 


51 0% worry about finding better 


salesmen. 


3 5 0% worry about price cutting. 


24. 5 % worry about cutting sales 


costs. 


22.0% worry about an adequate 
advertising budget. 


ON NEW PRODUCT ACTIVITY: 


49.0% think new products will be 


very 


important to their 


companies next year. 


3 9.0% think they'll be moderately 
important. 
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political issue in 1960, quite a few of 
SM’s panelists sounded off on how the 
Government should handle this prob- 
lem. Their comments included sug- 
gestions that the Government ruthless- 
ly eliminate pork-barrels and _give- 
away spending; raise taxes; balance 
the budget; cut the national debt; cut 
foreign aid; regulate unions; get 
tougher labor laws. 

Besides offering suggestions, sales 
chiefs point out that businessmen can 
do much to advance sound govern- 
ment and strengthen free enterprise. 
In recent years, a few companies— 
notably General Electric—have strong- 
ly encouraged their executives to take 
an active role in politics. 

Recently, the Secretary of Com- 
merce, Frederick H. Mueller, empha- 
sized “three simple, practical things” 
businessmen can do: 

1. Think much more deeply on 
public questions. 

2. Speak up much more frequently 
on vital issues. 

3. Play a much more active role 
in public affairs. 

As Mueller put it, businessmen 
should “try to be more pro-something 
and less anti-something.” They should 
write letters, circulate printed mate- 
rial, make speeches, give press inter- 
views, use institutional advertising, 
brief Congressmen, phone Governors, 
buttonhole Mayors, and speak up on 
public affairs in town meetings. 


New products and markets 

Sales executives expect new products 
to contribute importantly to business 
activity in 1960 and the years ahead. 
Only 12% of SM’s panelists confessed 
that new products will be of no im- 
portance to their firms in 1960. The 
majority of sales executives will be 
exceedingly active in new products 
next year, both in brand new products 
and in redesigned versions. 

In _ this competitive economy, new 
products are being produced, market- 
ed and replaced in turn by other new 
products at a faster and faster pace. 
You can be sure that product plan- 
ning will take on more importance as 
a fully integrated process of planning, 
timing and pricing both brand new 
products and improved existing prod- 
ucts. It is a must—not just to increase 
sales, but to keep from losing present 
sales. 

An important sidelight also came 
from sales executives’ comments on 
the best prospective markets in the 
U.S. next year. We asked panelists to 
name the top half-dozen states where 
they expected sales to show the best 
gains over 1959. 


(continued on page 69) 
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‘Mr. Fram’ Comes Out of a Workshop 


Clint Read whipped off his heavy, tortoise-shell glasses, gave 
them a twirl and made a pronouncement. 

“Each Fram field man is ‘Mr. Fram’ to his customers. The 
company’s reputation for maximum customer service rests 
squarely on his shoulders.” And that, in a nutshell, is the reason 
for the 15-year-old Fram Corp. training program that goes by 
the impressive name of the “Fram Institute of Filtration.” 

Fram doesn’t say its program is unique. It does say that it is 
one of the most comprehensive of its type and that it turns out 
some exceedingly well-trained salesmen. Originally the program 
was set up by Malcolm McCormick, then v-p of marketing re- 
search. The institute has grown in importance with each pass- 
ing year. Students are put through a month-long, full-time pro- 
gram, limited to ten men. 

The students, field men calling on dealers and jobbers, meet 
and speak with every major executive and department head, get 
a working history of the company, plant tours. There are five 
such sessions a year—which means that 50 Fram salesmen are 
turned into experts every 365 days. 

Highlights of the study program: 

® Students get lectures and demonstrations from the men who 

design and build Fram filters, learn to install a complete 
set of filters on an automobile. 


No student graduates unless he knows the catalogue from 
start to finish 


In a specially designed classroom they have the benefit of 
all visual aids including sound movies. They're also taught 
to use such equipment so they can later conduct seminars. 
They're given the customer's point of view. An important 
Fram customer, at each first session, gives a talk on what 
he expects from a Fram salesman. 

Fram men drive company cars that are mobile labs. A full 
day is devoted to proper handling of the vehicles and 
the laboratory demonstrations. 

Before they're released from the program, the men must 
work successfully with a district manager in his area. Then 
they graduate. 


LEARNING BY DOING. Each session features a field man who has 
been through the institute course. He teaches the students to 
operate a typical Fram mobile laboratory for future reference. 
Instruction is given in semi-technical lunguage for efficiency. 


32 Sales Management December 18, 1959 


= 


LAB DEMONSTRATION. Fram engineers give insti- 
tute students the run-down on how equipment is 
tested for maximum efficiency. It’s grist for the sales 
mill. Students meet all executives, engineers. 


SEMINAR . . . Training director, Clint Read, begins 
each program with a briefing on what the day's 
work will embrace, a blueprint of subject matter. 
The course takes a field man one month to complete. 


DO IT YOURSELF, says Fram. No student can gradu- 
ate until he’s learned to install oil, air, water and 
fuel filters in an automobile, and knows catalogue. 


i/ 
PAPER WORK. You can’t sell, says Read, until you know the line. 
So all Fram students must thoroughly familiarize themselves with 
the company’s catalogues, manuals and sales literature. Tests are 
featured. Result: An institute graduate is armed with information. 


IT’S VISUAL—and it’s necessary. Field men are 
taught the mechanics of operating projectors so 
they can teach other salesmen how to handle them. 


¥ 


= Y , 


al 
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HOW A FILTER IS MADE. Fram believes its students D-DAY. “D” stands for Diploma to the graduating students at the 
will have greater respect for the quality of its institute. It comes at the end of the month-long study course ane! the 
products if they see, at firsthand, how the products exams are tough. Here Fram’s president, Theodore H. Belling 
are made. A plant tour is a part of each session. awards certificates to the company’s latest institute graduates. 
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Borg-Erickson, scale manu- 
facturer, had a problem— 
how to move more scales. 

It went to the field, 

camera in hand, 


tosee... 


a typical middle-class town. . . 


Old Customers — 
New Weight in Scale Sales 


pe ate ee 


the homes... 


Borg-Erickson Corp. has made the bathroom scale 
an impulse item—sold at higher-than-ever prices to 
“no interest” scale owners—all because an impossi- 
ble market picture demanded new merchandising. 


The Borg-Erickson Corp., Chicago- 
based, bath scale manufacturer, has 
departed with gusto from the indus- 
try's weighty merchandising methods. 
And with its new program, the com- 
pany has proved that you can make 
new buyers out of owners — seemingly 
perfectly satisfied with the scales they 
already had — at prices averaging sev- 
eral dollars higher than the top prices 
formerly offered in most stores. 

Why the new approach? Because 
when Vice President and Marketing 
Director Charles W. Dinse took a look 
at the potential for his scales, he dis- 
covered a shockingly disheartening 
marketing picture. 

With 98% of the company’s sales in 
bathroom scales (the remainder parcel 
post, child and household scales), 
Dinse had good reason to be con- 
cerned with the results of a company 
survey of national consumer purchas- 
ing habits. For he discovered that, 
whereas a few years ago less than 25% 
of U.S. homes boasted a bathroom 
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By ROBERT A. KELLY 
Midwest Editor 


scale, today over 60% of all homes 


have been sold, with 20 million scales 
currently in use. Unhappily, the sur- 
vey informed him that the majority of 


homes not currently owning scales are, 


in fact, poor prospects because of 


indifference or low income levels. 
On top of this, the survey showed 


that the heaviest sale of scales during 


the past five years had been to first- 
time purchasers, many of whom 
bought as a result of diet interest. 

As far as Dinse was concerned, with 
over 60% ownership established, it 
was obvious that the principal market 
in the future must be in replacement 
scales. His marketing effort would 
have to be aimed at creating these re- 
placement sales. 

The question on Dinse’s mind? How 
best to sell this market. 

His main problem was customer 
apathy. The survey 


use were still giving reasonably satis- 
factory results. Worse, most of the 
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revealed that 
most of the 20 million old scales in 


owners believed that as long as the 
dial turned, the scale was in fine 
shape. 

Obviously, with the owner of a 
“working” scale, B-E would have a 
hard time rousing interest in a new 
one, even with an attractive discount. 
Some other means had to be found to 
provoke interest in a replacement pur- 
chase. 

The answer lay in something auto- 


‘mobile producers have known for 


years — planned obsolescence. It’s the 
same story with any merchandise 
whose market depends on replacing 
old-but-still-usable equipment — the 
product required more appealing mer- 
chandising techniques, new design, 
greater beauty. Borg-Erickson knew 
that if the idea of a replacement scale 
could be sold to the consumer, the 
price of the scale, within reason, 
would be no factor. 

Everyone agreed that the reason 
more replacement scales were not be- 
ing sold was that retail shoppers were 


the scales in the homes .. . the stores... the displays in the stores .. . 


not being shown a variety of appeal- 
ing new scales in the stores. 

The company tested its theory with 
an on-the-spot survey of a typical 
suburban community — Arlington 
Heights, Ill. A variety of homes 
throughout the town were photo- 
graphed, with special attention to 
bathrooms. 

The pictures showed that every 
home photographed had most of the 
modern conveniences. All had auto- 
matic washing machines, modern 
stoves, refrigerators and TV — most 
had Hi-Fi, dryers and freezers — some 
had air conditioning. All had modern 
bathrooms decorated in good taste. 
But significantly, every home had an 
old bath scale! The newest scale 
found was six years old. One home 
with 11 rooms and 4 baths contained 
one scale — manufactured in 1937. | 

Borg-Erickson and Dinse were con- 
vinced — scales in general use were 
greatly behind the market in mod- 
ernity compared to other houseware 
items and, in effect, a tremendous po- 
tential does exist for replacement 
scales among the 20 million present 
users. 

Next, the company traced the rela- 
tionship of retail displays to consumer 
scale-ownership habits. All retail scale 
displays were photographed in the 
same typical town. 

This activity illustrated the real 
need for a marketing revamp. Only 
one of a dozen stores offered scales at 
a price higher than $10.95. In a 
majority of stores, the top price was 
$7.95 (on some, $5.95). No store had 
more than four scales on open display 
and not one store had an outstanding 
display of scales. Most displays con- 
sisted of two or three scales stacked 
paises teeta | . .. and found the answer. Better displays were needed to make 

The reason American homemakers ¢onsumers conscious of new scale design. Result: top sales. 
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were apparently content with out- 
moded scales was simply that most of 
them had never been exposed to any- 
thing better in the stores. 

Designers went to work immediate- 
ly. The result was a completely new 
kind of bathroom scale display where- 
by more scales than ever before are 
placed on open racks — and in a rela- 
tively small amount of floor space. 
The new unit is a metal rack with 
easels made up of three tiers of four 
scales each, displaying 12 scales in 
am area of 2 sq. ft. The display is 
based on a mass presentation, pre- 
senting enough variety in color, shape 
and design to catch a woman’s eye 
and provoke her into looking. 

Providing an even wider choice, a 
“Special Order Department” (at the 
top of the display) consisting of ten 
cards in a star-shaped unit, shows 
every color combination available for 
Borg models. 

By this time, intensely aware of the 
real value of this program to Borg- 
Erickson scale sales, Dinse realized 
that some retailer timidity might still 
exist concerning the rather expensive 
display and the necessity of stocking 
high-price units. Dinse courted his 
retailers right to the altar: 

1. The retailer received the display 
without charge when he ordered the 
assortment of scales. 


2. The company guaranteed the 


sale of every scale in the assortment. 

Dealers ordering the display are 
identified as Borg Full-Line Dealers 
and receive all national ad inquiries 
from their localities. They're also paid 
full profit on direct factory orders fill- 
ing orders received from consumers 
unable to find the exact model scale 
locally 

Borg-Erickson follows up with a 
full program of selling aids—streamers, 
display cards, folders, etc. Inventories 


FUR-COVERED SCALE sells for $19.95. 
Man-made “mink” comes in 4 colors. 
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Cc. W. Dinse 


A man to whom bath scales are im- 
portant, C. W. Dinse, vice president and 
director of marketing for Chicago's 
Borg-Erickson Corporation. Dinse looks 
to The Brewarly Co., Continental Scale 
Corp. and the Detecto Co. for his com- 
petition and to an enthusiastic retail 
dealer network for the best year the 
company has known. He’s a 10-year 
veteran with the company, the last 5 
as the #1 marketing man. With an- 
nual sales already accounting for a 
substantial percentage of the industry 
total, Dinse is moving B-E to the fore- 
front of the bath-scale industry with a 
vigorous and successful retail sales 
program unlike anything the competi- 
tion has known. 


are regularly checked in a strict fac- 
tory follow-up system assuring the 
latest models for retailer stocks. 

Many thought no wholesaler would 
accept the idea because he must stock 
58 different scale models and color 
variations, far more than normal — but 
they did. Some said no retail dealer 
would stock enough scales for the dis- 
play — several more than normal. 
Especially when a chain drug store 
might offer a $3.98 scale across the 
street — but they did try it! 

In slightly over eight months, Borg- 
Erickson has convinced 1,700 retailers 
that its Big Profit plan is the way to 
sell scales and make money. The com- 
pany hits the prospective Borg dealer 
with an enticing deal: 


1. You get rid of cutthroat price 
competition on bath scales. 


2. You get impulse buying of big- 


STRATO FLIGHT, another new B-E mod- 
el, designed for trading up the market. 
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ticket scales from floor traffic. 

3. You make all sales at $7.95 up 
to $19.95 — average sale $10.36. 

4. We guarantee sales of your Borg 
stock, or will replace with other Borg 
models of your choice. 

5. You get the display free. 

6. You're listed in national ads. 


_ 


7. You receive a whole program 
of selling aids. 

8. You’re identified as a full-line 
dealer. 

9. You receive 40% profit. 

An attractive deal, difficult to re- 
fuse. The result is that more dealers 
are buying Borg. Based on results 
from dealers picked at random, who 
had ordered the display prior to the 
check and displayed it from four to 
ten weeks, the average amount of 
sales per store reached a new high — 
9.6 scales. The big percentage of 
sales moved from the lowest-price 
model ($7.95) to the higher-profit me- 
dium-price model ($10.95). Prior to 
the trade-up campaign, 70% of sales 
were the low-price model. Now the 
situation has reversed itself. 

With sales up on all levels, one 
drug company reported its Borg sales 
up seven times that of 1958’s entire 
volume. 

Borg-Erickson is aiming its World 
of Color promotion at new volume 
and profits for retailers and whole- 
salers as well as the company. To 
date, the program is providing a 
bonus reward—the foolishness of low- 
price, no-profit selling is becoming 
apparent in the scale industry. “Be- 
cause of this,” says L. H. Erickson, 
company president, “the scale indus- 
try is entering a much more profitable 
era—for everyone.” @ 
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It would take 1,000 salesmen, making 10 calls 
each per day, more than 11 years to make as many 
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Exposure proved: 29 million times each issue, 
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Fedders Sets the Pace in Glamorous 


It's a big, wide, wonderful world—for high-selling 
dealers and distributors, with more and more com- 
panies turning to travel-incentive plans. And Fed- 
ders Corporation is in the fast-flying vanguard. 


By LAWRENCE M. HUGHES 
Senior Editor 


Courtesy of C. S. Hammond & Co., N. Y 


Where 22,000 ‘Leading’ Fedders Dealers Howe Traveled . 


Roidabine 92 people 

Nassau 230 people 

Hollywood’ Beach, Fila. 540 people 
Nassau 920 people 

Jamaica, BWI 2500 people 
Dominican Republic 4200 people 
Nassau 5000 people 


Cannes, France S550 people — 
Jamaica, BWI 3600 people 


\Italy 600 people 
[Acapulco 3800 people 


Portugal 
Israel 
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Travel Incentives 


at Harmon, sports editor of the 
Cincinnati Post and Times-Star, 
managed to see more of Rome than 
merely its plan and facilities for the 
1960 Olympics. In a recent column 
filed under Rome dateline, he boasted: 

“I got into the Vatican by posing 
as an air conditioning salesman.” 

This, he added, was quite “easy, 
because the Fedders Corp. had 
brought 300 of its salesmen to Rome, 
and had arranged for all to attend 
a Papal audience.” 

Harmon’s faith in Fedders’ influ- 
ence might indeed be doubled. In all, 
about 600 distributors, dealers, speci- 
fiers, and wives took the 10-day 
Rome-and-Capri part of the fall 1959 
“holiday” staged by Fedders Corp. 
of Maspeth, N. Y., and its 80 air 
conditioning distributors. 

At the same time, Fedders and dis- 
tributors were playing host to 3,800 
more of them for eight days each at 
Acapulco, Mexico. 

Thus, in reward for putting their 
collective weight behind one manu- 
facturer’s brand, some 4,400 people 
in nine recent weeks rolled up 20 
million free-passenger miles. 


® As Alitalia and Pan Am airlines 
can testify, Fedders continues to get 
to far places “fustest with the most- 
est.” Since the original group of 92 
flew to Bermuda in 1951, Fedders 
and distributors have paid fares for 
22,032 people totaling more than 80 
million passenger miles. Among the 
companys present 10,000 dealers, 
3,000 have taken its annual junkets. 
And among these more effective deal- 
ers, travel incentives are so stimu- 
lating and sought-after that 75% of 
all this fall’s 4,400 guests were re- 
peaters. 

A lot of manufacturers, of course, 
now stage travel-incentive programs. 
In this group, among appliance 
manufacturers, are Chrysler Airtemp, 
General Electric, Gibson, Hotpoint, 
Motorola, Philco, RCA Whirlpool, 
Sylvania, Westinghouse and York. 
(General Motors’ Frigidaire is a nota- 
ble holdout against them.) 
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TWO FEDDERS DEALERS IN ROME —St. Peter's Basilica provides 
backdrop for two San Antonio couples who took the 10-day trip. 


Sometimes it seems that manufac- 
turers are as busy competing for lo- 
cales as for sales. But, not content 
with taking more people farther than 
anyone else, Fedders each year must 
take more of them farther still. “We 
must make our ‘holidays,’” says U. V. 
(Bing) Muscio, executive v-p of Fed- 
ders, “ever more exotic.” 

In 1959 this company lengthened 
its lead over General Electric, the 
No. 2 factor in unit air conditioner 
sales. For next fall GE is reported 
as planning to follow Fedders to 
Rome. Meanwhile, Fedders for the 
first time will take both its “A” and 
“B” groups across the Atlantic. 


® Fedders thrives, Muscio adds, on 
“discovering strange places.” Only 
one of its “holidays’—to Hollywood 
Beach, Fla., in 1953—was inside the 
boundaries of the U.S. One junket, 
for 4,200, was to the Dominican Re- 
public. Three awards—respectively for 
230, 920 and 5,000 people—were va- 
cations in Nassau. Some 2,500 Fed- 
ders guests saw Jamaica in 1955, and 
3,600 in 1958. In the latter year foi 
the first time the award was split, 
with 550 “A” winners flying to Cannes 
in France. 

“The exotic,” of course, is only 
one factor. Others include good and 
ample hotel facilities, favorable fall 
weather and hospitality. 

Other appliance manufacturers may 
work through travel-incentive firms, 
but Fedders arranges and stages on 
its own—dealing directly with gov- 
ernments, hotels, airlines and in-coun- 
try transporters. At this writing, 
Muscio is being propositioned by 
governments from Venezuela _ to 
Spain, and even by a pair of dic- 
tators—Trujille and Castro. 

It now appears probable, however, 
that Fedders’ “A” winners next fall 
will fly all the way to Israel, while 
the “B” winners will wind up in Lis- 
bon, Portugal, or Madrid, Spain. 

Governments have at least two 
good reasons for wooing Fedders: 


1. When people travel on their 
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own, most of their money is spent for 
transportation, hotels and meals. But 
with Fedders and distributors meet- 
ing these big tickets, the guests have 
a lot more “spendable income.” Even 
at “wholesale” charter-plane and ho- 
tel rates, the sponsors pay seven 
sizable digits. But Muscio and the 
eager governments figure that, “for 
every $1 we spend for them, our 
guests spend $20 on their own.” 

2. These guests en masse from all 
over America also multiply the win- 
ning country’s sales impact on the 
U.S. (and Canada). Whereas even a 
big country may have only a half- 
dozen offices and a $500,000 adver- 
tising campaign here, Fedders can de- 
liver thousands of “promoters” in 
larger and smaller places. 


Hotels and airlines also find Fed- 
ders and its people a source both of 
immediate sales, in the slack fall sea- 
son, and of long-term promotion. 
Fedders opened the Casa Montego at 
Montego Beach, Jamaica, for exam- 
ple, and the Emerald Beach at Nas- 
sau. Fedders has long been Pan 
American Airways’ largest customer. 

When Joe and Josephine Doakes, 
of Doakes Appliances, Inc., Broad- 
acres, Iowa, show up at the Hotel 
Flora in Rome, Fedders sees to it that 
their picture and story are promptly 
dispatched to the Broadacres Bugle. 
When they get back to Broadacres 

. well, travelers will talk. In fact, 
their friends and customers may ask 
them to talk. 


®& Not too long ago the Doakes’ idea 
of a “trip” was limited to an occa- 
sional weekend in Des Moines, or 
maybe Chicago. 

Then, suddenly, the Caribbean and 
even Europe opened up to them. 
Sales Meetings was headlining: “Join 
Fedders and See the World.” 

Appliance retailers have a lot of 
lines on their mind. But the Doakeses 
began to feel especially warm about 
Fedders. And as they went and saw 
and learned, they became the cos- 
mopolites and cognoscenti of Broad- 
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acres. Josephine knew just what 
clothes to wear and Joe could tell one 
fork from another. They could even 
ask for things in strange languages. 

Despite the mounting numbers, 
Fedders has strived to make each of 
its guests feel VIP. Some, by lot, be- 
come extra VIP. 

While this fall’s Acapulco winners 
were flying down direct from 26 far- 
flung U.S. airports, the eight groups 
who “won Rome” converged in New 
York, one group of 66 at a time. They 
became Fedders’ overnight guests at 
the Hotel Taft, before enplaning the 
next afternoon for Italy, via London. 

A couple of blocks from the Taft, 
a big electric spectacular has long 
told Times Square’s multitudes that 
“Fedders Air Conditioners [are the] 
world’s largest-selling brand.” Across 
the center of this sign a moving band 
of letters normally tells why. 

But this fall the moving band be- 
came personal. 

On arrival at the Taft, the group's 
members drew lots to see who would 
the sign for that night. The 
moving letters told the world, for 
example, that “Mr. and Mrs. Edward 
Kelly of Winston-Salem, N. C., and 
600 other Fedders dealers are here 
on the way to Rome, Naples and 
Capri, via Alitalia.” 

Some others who got the big greet- 
ing were the Aaron Blankenships of 
Birmingham, Ala., the Ezra Landres 
of Norfolk, Va., Anthony Campos of 
New Orleans, Kenneth Brvans of 
Wichita Falls, Tex., and the Paul 
Millers of Arcadia, Cal. 


“own 


®& The “holidays” are financed from 
factorv-distributor cooperative funds. 
This incentive program has not re- 
duced Fedders’ leadership among air 
conditioner manufacturers in 50-50 


co-op advertising in newspapers and 
broadcasting. In addition to a con- 
sistent magazine campaign, Fedders 
also runs 100% factory-paid adver- 
tising in local media on “specials.” 


distributors set their 
own dealer-incentive quotas and other 
conditions. (But Fedders sees that 
none of them is too stiff.) Some dis- 
tributors give dealers extra points for 
early buying, to lengthen the summer- 
peaked sales year. Some give “holi- 
day” bonuses for special drives. 

Generally, however, one trip to 
Rome was “worth,” in dealer air con- 
ditioner purchases, two and a half 
times one trip to Acapulco. 

Whereas a small dealer may have 
to stir to win one trip, a large de- 
partment store or appliance-store 
chain may earn 25 trips to share with 
employees and their wives. 

The last heavy-laden, sun-tanned 
planeload has hardly wheeled down 


Individual 
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1959 HOLIDAY COUPLE—Two of the 
600 Fedders-sponsored travelers who 
went to Rome relax at the Forum. 


at Idlewild International Airport in 
November, before Fedders must de- 
cide where to take them all next fall. 
This is done, with distributors, by 
Salvatore Giordano, Fedders’ presi- 
dent; v-p Bing Muscio; and Ed- 
ward M. Becker, sales manager of the 
Refrigeration Appliance Division. 
But, informally, a lot of dealers get 
their opinions in, too. 

Fedders’ own fiscal year starts 
Sept. 1, and so, in effect, does the 
air conditioning industry’s. The new 
vears models will be shown in late 
fall. Meanwhile, from mid-September 
to mid-November there’s a_ brief 
breather—at least for the retailers. 
This coincides nicely with the fact 
that the autumn is off-season or 
‘tween-season for many resorts: Carib- 
bean spots are busiest in winter, south- 
ern European travel is heaviest in 
summer. 

News of the next destinations ar- 
rives with the new models. Distribu- 
tors strive to get their dealers buv- 
ing and selling early. Many conduct 
postcard campaigns to dealers’ wives. 
They paint glowing pictures of ad- 
ventures awaiting. 


> After a hard-selling summer, Joe 
Doakes might like just to relax, and 
maybe do some quiet, nearby fishing 
or golf. But reat ri as creator and 
custodian of the family’s status sym- 
bols, decides that Cannes and Capri 
would give new glamour to their life. 

After the postcards came “litera- 
ture.” From a Fedders brochure on 
the Italian junket, Josephine learns 
that she (and Joe) should read a 
dozen books—ranging from such nov- 
els as “I, Claudius” and “Three Coins 
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in the Fountain” to Pierre Grimal’s 
“Rome of the Caesars.” 

Fedders’ detailed instructions cover 
getting passports and _ vaccination 
against smallpox, and limiting bag- 
gage to 55 pounds per passenger. 
Josephine’s dresses should be of 
“crease-resistant miracle” fabric. She 
should bring a couple of “after-five” 
dresses, and “for one of Rome’s smart 
supper clubs, her newest formal. . . . 
A scarf or stole can serve as head 
covering on visits to historic churches 
and shrines. . . . One comfortable pair 
of walking shoes is a must.” Though 
“Rome frowns on slacks or shorts, 
Capri invites complete informality.” 

Among other things, Joe should 
take “one or two medium-weight 
suits, dinner jacket, sports clothes and 
beach wear.” 

(On Josephine’s behest, Joe lugged 
along his dinner jacket. But because 
most of the other dealers in Group 6 
held firm against their wives on this 
issue, Joe could not be “conspicuous” 
by wearing his at the Hotel Flora in 
Rome. Then, at Capri, he found blue 
suits, and not slacks, de rigueur at 
dinner at the Morgano Tiberio.) 


& More than most traveling Ameri- 
cans, perhaps, Joe and Josephine have 
learned how and when to tip. “The 
Road to Rome and Byway to Capri” 
brochure of Fedders’ 1959 holiday 
reminds them that, while “Fedders 
has taken care of the standard gratui- 
ties for waiters, busboys, captains, 

. it is standard procedure on the 
Continent to reward personal serv- 
ices. . . . Your personal appreciation” 
is shown by a 200-lire tip for break- 
fast, 300 lire for lunch or dinner, 100 
lire a day for chambermaids, etc. 

“If these 3-digit numbers look 
pretty steep to you,” Fedders ex- 
plains, “remember that each lira is 
a shade more than 1/6 of a penny.” 

The brochure is illustrated with 
photographs of ancient and modern 
features of Rome and a big fold-out 
city map. The Doakeses learn before- 
hand that they will stop on the posh 
Via Veneto. Nearby is the old city 
wall. On the other side of the wall 
are the gardens of Rome’s “Central 
Park,” the Villa Borghese. 

A timetable shows them that, after 
a one-hour breather at London’s 
Croydon Airport, they will be in and 
around Rome from 1:30 p.m. Wed- 
nesday to 8:30 a.m. the next Sunday. 

Another booklet lists “CIT” (Com- 
pagnia Italiana Turismo) tours of 
Rome and environs. The Doakeses 
also will be armed with literature on 
Naples and its gulf; on the penin- 
sulas which semicircle the gulf, and 
an island at its far side called Capri. 
(They will even learn that the island 
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is pronounced, not Ka-pree, but 
Kap-ri.) 

Though, in Rome, Joe and Joseph- 
ine eat most of their meals with their 
group, including a dinner at famed 
Alfredo’s, they also venture forth on 
their own to a ristorante or a lower- 
price trattoria or pizzeria. Once or 
twice, after walking miles through 
the Vatican Museum or the old 
Roman Forum and Colosseum, they 
simply sit and rest weary feet at a 
sidewalk cafe. Josephine writes post- 
cards to the kids and Joe, sipping a 
vermouth or Pernod, wonders. how 
the store is being tended back in 
Broadacres. 

By Sunday thev are set to say 
“Arrivederci Roma” and to take the 
gray motor coach 121 miles along the 
Napoli. They 
lunch there on the roof terrace of a 
modern hotel, admiring Mount Vesu- 
vius on one side and the gulf on the 
other. After several hours of steep- 
hilled sightseeing, they sail out to 


[vrrhenian Sea _ to 


Capri 
Until afternoon thev 
laze in the sun between explorations 


Thursday 


of islands and grottoes and penin- 
take a scheduled trip to 
the ruins of Pompeii, and on their own 


sulas. The 


they explore such southern peninsula 
towns as Sorrento, Amalfi and Posi- 


tano 


& Though they have been buying 
some Christmas and family gifts at 
almost every stop (such as a Neapoli- 
tan cameo factory), they save much 
of their shopping for the free airport 
of Shannon on the west coast of Ire- 
land, en route home. 

From Fedders and the U.S. State 
Department, Joe and Josephine and 
thousands of other dealers and their 
wives have long since learned that 
their behavior abroad can do a lot to 
sell, or unsell, the natives on the 
U.S 

Bing Muscio reports that on the 
whole Feddersites have minded thei: 
manners. For this and more “practi- 
cal” reasons, every country they have 
visited would like them back again. 

Of course the best-made plans can 
go awry. On one return flight from 
Nassau a group was held at the air- 
port for several hours while a re- 
placement engine was flown in from 
Miami and installed. (Some grumblers 
sounded as though they would rather 
have had the engine conk out in 
flight.) The weather is not always as 
pretty as the pictures in the travel 
posters. (Joe and Josephine had two 
lovely days and then two rainy, 
blustery days at Capri.) And Fedders- 
ites and other tourists sometimes fail 
to follow the advice of seasoned 
travelers. (Joe and a dozen others in 
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HIS NAME IN LIGHTS—Ed Kelly and wife, Juanita, fulfill a dream. Fedders’ spec- 
tacular sign at Times Square spells out the name of Winston-Salem, N. C., dealer. 


Group 6 made the mistake of drink- 
ing Italian water, and took their 
diarrhea home with them.) 

But once back at Broadacres, their 
memories turn mostly sunny. 

For one thing they discover that 
they have become local personalities. 
For three years Jerry Lansky, Fed- 
ders public relations director, has seen 
to it that most of the 13,550 Fedders 
globe-trotters in this period have made 
hometown news. 

To all who won the Rome junket, 
for example, Lansky sent an advance 
“publicity data form: Your local news- 
papers are always interested in what 
people in their own areas are doing. 
I am sure they want to know about 
your trip to Rome.” 

From information provided by the 
recipient on the card, “I can send to 
vour papers a story about you and the 
trip. . . . Also, photographs will be 
taken in Rome that will likewise be 
sent to these papers. . . . If there is 
anything about yourself that you feel 
would be of additional interest, would 
you please write it on the back of 
the form?” 


& Basic information includes names 
of the individual and those traveling 
with him, his address, the firm’s name 
and address, and “the one daily or 
weekly newspaper [there] most like- 
ly to publish your photograph.” 

The cards were filled out before 
arrival in New York. Envelopes ad- 
dressed to all the group’s newspa- 
pers, each with a “story” and card- 
board enclosed, were carried by the 
group's leader to Rome. There a pho- 
tographer shot the tourists against 
scenic or historic backgrounds, and 
the individual envelopes were air- 
mailed to the papers. 
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For the Mexican holiday, a pack- 
age of 81 envelopes for each group 
was sent to Acapulco. Fedders’ own 
photographer covered all the groups 
at the three hotels used in Rome. At 
Acapulco a photographer of Hotel 
Caleta, where all groups stayed, did 
the job. Their instructions were: 
Never more than four people in one 
picture. If eight people from one 
town were together, a second paper 
in their hometown area would get 
half of them. 

While the 1959 holidays were still 
under way, Lansky had received 400 
newspaper clips on Feddersites — in 
Mexico. From the first 200 Rome re- 
leases he had 100 clips. 

Among them: The Alexander Mc- 
Nairs of Austin, Tex., “pause before 
St. Peter's Church in Rome.” Mrs. 
Stephanie Koss of Plainfield, N.J., ap- 
pears “in front of the Excelsior Ho- 
tel in Rome’s famous Via Veneto.” 
The Paducah, Ky., Sun-Democrat 
headlined: “Mrs. Ruby Wise and Sons 
on Sales Award Trip to Italy.” 

The Lewisburg, Tenn., Tribune 
shows “Mayor and Mrs. Bob Ritter 
beside the beautiful pool at the Hotel 
Caleta, Acapulco. . . . Guests of the 
Fedders Corp., they were awarded 
the trip for their sale of Fedders air 
conditioners.” 

Sports editor Harmon was not the 
only staffer on the Cincinnati Post 
and Times-Star to extol Fedders. This 
newspaper also published a picture of 
its own, showing eight Cincinnatians 
enplaning for New York and Rome, 
and (beside it) a picture of “Fedders 
Execs” (including President Giordano) 
relaxing at Acapulco. Many papers 
remembered to say that Fedders was 
engaged in “the largest transatlantic 
airlift.” @ 


 WNBQ’s total sales for the first nine months of 1959 climbed 18% higher than the previous third-quarter _ 
| record, set in 1956. Credit this healthy sales growth to advertiser confidence in WNBQ — confidence in 

the station’s programming, audience and sales impact. And now, in the fourth quarter, this confidence 
continues to create new sales records. October total sales, for example, were 26% higher than any pre- 
_ vious month i in the station’s history! a is ample proof that your selling future i in Chicago must include 
| WNBQ :- NBC OWNED .- CHANNEL 5 IN CHICAGO:SOLD BY NBC SPOT SALES 
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An-industry-by-industry 
look at potential inven 
tories and an estimate 
of the advertising pres 
sure that may be neces- 
sary to move these in 
ventories 


Key to Ratings of 
“Advertising Pressure” 

(The Advertising Increases Needed 
to Capitalize Fully on Current Po- 
tentials for Sales) 

* Even maintenance of adver- 
tising required. 

kk Normal advertising ad- 
vance required (5% to 8% increase 
in budget). 

kk ~=Large advertising increase 
required (8% to 14% increase in 
budget). 

tok Extraordinary advertising 
increase required (more than 14%). 


Key to Ratings of 

Inventory Size 

A—$2 billion and over 

B—$1 billion to $2 billion 

C—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 

Size is by value of the industry’s 
inventory as of the present time. 


— indicate increase or de- 
crease in rating over past two 
months. 


Advertising Faces Biggest Need in History! 


The turn of the year will see a 
10.7% increase needed in advertising. 

Next year’s ad budgets will have to 
be this much bigger than ’59 expendi- 
tures in order to move the high output 
of goods indicated by big inventories, 
production capacity and labor produc- 
tivity as well as current large expan- 
sion plans. In addition, advertising 
needs will be increased by a healthy 
combination of new products, a public 
which needs them and can afford to 
buy them. Finally, industry has the 


JEWELRY, SILVER, WATCHES 
Current Inventory: F 


ability to finance the increased adver- 
tising called for. 

The pressures for higher ad budgets 
vary according to individual industry 
and season. The December analysis 
of ratings brings a higher ranking for 
the near term in ten industries and 
for the next 12 months in seven in- 
dustries. Lower ratings are given to 
seven industries for the near term and 
five industries for the next 12 months. 
In no sense, however, do the lower 
ratings signify any industry deteriora- 


Next Next 
12 Mos. 


ion; rather, they reflect a lessening 
need for a product on a purely sea- 
sonal basis. In some cases, this sea- 
sonal factor is strong enough to pene- 
trate into a long-term rating. 

Among our major advertising-pres- 
sure influences for 1960, heavy stimu- 
lation is expected from spending for 
new plant and equipment. The Adver- 
tising Weathervane Board estimates 
such spending for 1960 at $37-billion- 
plus, a jump of more than 11% over 
the 1959 total, and a figure certain io 
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INCOMPARABLE 
CONVENTION 
AND SHOW CENTERS 
IN THE SOUTH 


Central Locations 

Flexible meeting space 

Heavy duty facilities 

Visual and acoustical devices 
Excellent banquet facilities 
Guest rooms — modern decor. TV 
Hotels 100% air-conditioned 
Ample garage facilities 

Superb restaurants 


ee oe a oe 


DINKLER PLAZA 
ATLANTA, GA. 
Meetings * 25 to 2000 
Banquets « to 1500 
Guest Rooms + 600 


DINKLER —TUTWILER 
BIRMINGHAM, ALA. 
Meetings * 25 to 1800 
Banquets « to 1300 
Guest Rooms «+ 450 


— 
— 


DINKLER— JEFFERSON DAVIS 
MONTGOMERY, ALA. 
Meetings + 15 to 350 


Banquets « to 275 
Guest Rooms « 250 


e 


DINKLER—ANDREW JACKSON 
NASHVILLE, TENN. 
Meetings * 40 to 400 
Banquets .« to 350 
Guest Rooms « 400 


WRITE SALES MANAGER 
AT THE HOTEL OF YOUR CHOICE 
FOR COMPLETE CONVENTION BROCHURE. 


Carling Dinkler, 
President 


Carling Dinkler, Jr., 
V. P. and Gen. Mgr. 


DINKLER 
HOTELS 
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be influential in expanding output of 
goods to an all-time high. Never before 
has the nation’s advertising-promotion 
field had to cope with so vast a poten- 
tial flow of goods to market. And, this 
pending huge addition comes on top 
of the record-breaking expansion of 
recent years. In the last three years 
alone, production facilities have been 
expanded by $100 billion dollars, and 
in the decade of the ’50’s it has 
grown by nearly $300 billion! 

Gains in productivity, too, are add- 
ing to the large potential output of 
goods to be sold. Since the end of the 
‘58 recession, productivity has ad- 
vanced almost 4%, a rapid rise even 
for a recovery period. The historic 
rate of advance in productivity has 
been 2% a year, effected by advances 
in plant-capacity use, as well as by in- 
creased amounts of plants and ma- 
chinery. Large-scale modernization 
programs carried out in recent years 
and record spending for new-product 
development must also get a share of 
the credit for the improvement in ins 
dustrial efficiency. 


& To the extent that current increases 
in businesses’ profit margins can be 
regarded as the fruits of past improve- 
ments in processes and equipment, 
they serve to dramatize the advan- 
tages of modernization, and give addi- 
tional weight to current spending for 
such advances. New products are 
likely to reach markets in record- 
breaking amounts, judging from re- 
search and development spending. 
The board estimates this spending at 
$11 billion for 1960, a jump of more 
than a billion dollars over the previ- 
ous record established this year. 

Despite the tight-money squeeze, 
business is in a strong position to 
handle new plant and machinery ex- 
pansion, and, for that matter, substan- 
tially higher advertising expenditures. 
Corporations added greatly to finan- 
cial resources in ’59. The board esti- 
mates this year’s accumulations of 
such resources at $40 billion, a new 
high. In 1958 the accumulations 
totaled $11 billion. Depreciation re- 
serves, the writedowns from past in- 
vestments in plant and equipment and 
the likely wherewithal for much fu- 
ture expansion, increased $15.2 bil- 
lion. Retained earnings for 1959 are 
estimated at $12 billion, compared 
with only $4 billion in ’58. New fi- 
nancing also represents part of the 
rise in financial resources. 

Besides the favorable balance-sheet 
position of American business, the 
profit situation also is favorable. Total 
corporation profits for 1960 are esti- 
mated by the board at $28 billion 
after taxes, a strong, new all-time high 
comparing with approximately $25 
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billion, this year’s record high, $18.9 
billiox. in °58, $16 billion in *49. 
Similarly, consumer finances are 
strong, another reason to increase ad 
appropriations. Liquid reserves of the 
people are at a new high of $527 
billion. Consumer debts are high and 
rising, ‘too, but the current $185- 
billion total is in logical proportion to 
assets, leaving a record-high net 
equity of $342 billion. If the $400 
billion consumers have in stocks and 
bonds is added, the public’s finances 
reach $742 billion—equal to more 
than three full years of retail sales of 
everything! Bolstering these finances 
is a rise in consumer incomes after 
taxes, now running at a $337-billion 
annual rate—5% higher than in ‘58. 


®& Gross national product, the total 
spending for all goods and services, 
is now re-approaching new highs, fol- 
lowing recovery from the steel strike. 
Drying up of steel and other metals’ 
inventories sliced overall investment 
in inventories to an annual rate of 
only $1 billion during the third quar- 
ter of this year, from a $10.4-billion 
second-quarter rate, For the next sev- 
eral months, accumulation is likely to 
snap back to a $10-billion rate, or 
higher. 

SM’s Advertising Weathervane has 
taken all the foregoing influences and 
a wide variety of others into con- 
sideration in determining an adver- 
tising pressure rating for each of the 
industries tabulated here. The ratings, 
which can readily be translated by 
referring to the key at the top of the 
page, are based on the comprehen- 
sive data available to a carefully se- 
lected panel of 87 authorities. Wholly 
impartial, this Advertising Weather- 
vane Board includes trade analysts in 
the Department of Commerce, Census 
Bureau, Department of Labor, Federal 
Reserve Board, and other Government 
agencies, as well as in trade associa- 
tions, financial institutions, universities 
and other private organizations. 

The ratings are developed from the 
concensus of these experts, who evalu- 
ate and draw conclusions based on 
the following weights for Advertising 
Weathervane ratings, using a universe 
of 100: 

Current Production Capacity 20% 
Expansion Projections and 

New Products 

Current Inventories and Sales 


Public Needs for Product and 
Potential Buying Power 


Ability of Industry to Finance 
Increased Advertising 


Industry Labor Productivity 
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nothing wraps up sales ‘like 
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YELLOW 
PAGES 


and nothing builds AWHERENESS like the Yellow Pages 


Whatever your business, from Television Sets 
to Toys, nothing ties you and your prospects 
together ... wraps up sales like AWHERENESS. 
And nothing builds AWHERENESS like the 
Yellow Pages—the buyer’s guide consumers 
turn to when they’re ready to buy. 

Trade Mark Service in the Yellow Pages 
gives brand-name manufacturers an economical 


way to direct prospects to all their local outlets 
—every day of the year. Local businessmen 
spread their sales messages throughout the com- 
munity by advertising in the Yellow Pages. 

Call the Yellow Pages man at your local Bell 
telephone business office. He'll be glad to help 
you plan the business-building AWHERENESS 
program best suited to your needs, 


The advertising medium that tells people where to find your local outlets! 
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What’s strong 
in the 
chains? £ 


W 
r 


_ Scripps-Howard’s 13th annual 


city-by-city report 


focuses on chain grocery stores 


The 1959 survey, now available, is different. It concen- 
trates on the chains—to reflect the change in marketing 
habits of millions of consumers. In some cities, the corpo- 
rate chains now account for as much as 80% of the total 
retail grocery store volume. By concentrating the survey 
field work in the chains, we are able to provide an 
excellent check of the brands available to the consuming 
public in the 12 cities surveyed—and one which is con- 
sistent, city-to-city. 


71 classifications—12 cities—chain by chain 


The survey reports distribution of brands, chain by chain. 
All brands found are listed, including private labels. New 
York City is the one exception, where a percentage of 
distribution for all stores is reported. Thousands of brands 


are reported, in 71 product classifications. Some examples: 
baking products, condiments, beverages, juices, soaps, 
cleansers, paper products, foils, insecticides, pet foods. 
Since the 12 participating Scripps-Howard papers are in 
cities across the country, the survey gives a fair national 
picture of product availability. 


How is your brand doing? Your competitors? 
Here’s how to get your free copy, and see! 


Even some of the strongest brands have weak markets— 
with this survey, you see where. For your free personal 
copy, contact your nearest Scripps-Howard representative 
or write the Business Promotion and Research Depart- 
ment, 230 Park Avenue, New York 17, N.Y. 


SCRIPPS-HOWARD 


NEW YORK . World-Telegram & The Sun 
CLEVELAND ° Press 
PITTSBURGH 
INDIANAPOLIS 
SAN PRANCISCO. . 


COLUMBUS .. 
CINCINNATI . 
KENTUCKY . 


News-Call Bulletin® 
“Affiliated 


KNOXVILLE. . . 


» Citizen-Journal 
. Post & Times-Star 
. «Kentucky edition 
Cincinnati Post & Times-Star 


- News-Sentinel 


General Advertising Department. . . 230 Park Avenue, New York -Chicago San Francisco Los Angeles Detroit Cinci i il Iphia Dailas 


DENVER . . Rocky Mountain News 
BIRMINGHAM. . . .Post-Herald 
MEMPHIS. . . . 
MEMPHIS. . 

WASHINGTON 


EVANSVILLE 
HOUSTON 

+ Press-Scimitor 
- Commercial Appeal ALBUQUERQUE... 


EL-PASO .~ 


. Tribune 
Herald-Post 


Sales Management December 18, 1959 


Mr. Gains 


y 


a 
j Fal [ 8 
ve 


“Don't underestimate him. He's lived in six test cities.” 
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Silk Stockings Gave Him a Leg Up 


As you read this, Victor P. Buell 
has supervised moving his wife, two 
daughters and a couple of horses from 
North Canton, Ohio, to Minneapolis. 
Buell, who has been manager of the 
Marketing Division, The Hoover Co., 
has a new affiliation: He’s joined 
Archer-Daniels-Midland Co. as v-p 
and director of marketing. (ADM is 
“a $240-million company and one of 
the country’s major processors of agri- 
cultural agricultural 
marine oil, 


products and 
Also: It’s in 
mining, electronics and boating in- 


chemicals. 


IN THE NEWS 


BY HARRY WOODWARD 


dustries, with better than 1,000 prod- 
ucts in its line.) Buell is part of the 
expanding marketing picture at ADM. 
Recently the company was reorgan- 
ized with strong emphasis on market- 
ing. When it needed a man with a 
diversified marketing background, it 
found Buell, 45, whose sales career 
began in college. He earned all of 
his expenses selling Real Silk prod- 
ucts, organized and 
supervised college sales crews to do 
likewise. Although he was born in 
Oklahoma he came east to Pennsyl- 


door-to-door, 
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vania State University for schooling: 
His Real Silk Hosiery success won 
him a job with the company when 
he graduated. Before he left he was 
assistant to the v-p for sales and mar- 
ket research manager. In ’52 he joined 
McKinsey & Co., management con- 
sultants, went to Hoover three years 
later. In his new job he'll be con- 
cerned with long-range business plan- 
ning, economic evaluation and cor- 
porate marketing analysis. He’s been 
v-p of the Canton, Ohio, Sales Execu- 
tives Club. 


‘Concentrate on Trends’ 


John F. Tobin, a gentleman with 
iron gray hair and a predilection for 
neat dark suits and ties, brightens 
considerably when you get him to 
talk about the growing market in air 
conditioning. (You may have thought 
air conditioning was as much a part of 
contemporary living as detergents. 
“Actually,” says Tobin, “air condi- 
tioning is only just beginning to come 
into acceptance.”) Tobin is the new 
v-p—marketing for American-Stand- 
ard Industrial Division, Detroit. And 
he regards his company’s Tonrac re- 
frigerating machine as “the one for 
others to beat.” He was picked for 
his new job—over a slew of younger 
men—on the basis of his record in in- 
spiring other men to sell the prod- 
ucts management wants sold. Says he: 
“My marketing philosophy is simple. 
Concentrate on industry trends and 
what the market wants us to make, 
not on what we might like to sell.” 
Tobin (“happily married for 35 years”) 
joined American-Standard in 1923, has 
served in a variety of sales manage- 
ment positions. Most recently he’s 
been regional manager for the In- 
dustrial Division. A capable engineer 
as well as salesman, his greatest away- 
from-the-desk interest is the complete 
home machine shop in his basement. 


. But he likes photography and target 


shooting, too. In addition to 
air conditioning, he'll supervise mar- 
keting activities for American-Stand- 
ard’s air handling and air pollution 
equipment, its fluid drives, etc. 


Shoring up the 
American Home 


In April 1958, The Curtis Pub- 
lishing Co., that shrewd old Phila- 
delphia firm, made news by purchas- 
ing The American Home, then not 
in the most robust health. Since that 
time the magazine has operated as a 
subsidiary to Curtis. But with the 
current issue the publication becomes 
the American Home Division of Curtis 
Publishing Co. And there’s more 
news: E. Kent Mitchel (r), a Curtis 
v-p, has been named—by Robert E. 
MacNeal (center), Curtis’ president— 
as publisher of The American Home. 
And John J. Veronis, advertising di- 
rector of the magazine, moves up to 
be a Curtis v-p. Veronis came to the 
publication in 1952, as a salesman. 
Three years later he was made east- 
ern sales manager and in ’57, v-p and 
advertising director. His career has 
been bound up in magazines, and al- 
ways in sales. He started as a sales- 
man for Popular Science Monthly, 
later sold for Field and Stream and 
Woman’s Day. He keeps his weight 
where he wants it with tennis. 
Mitchel began his Curtis service in 
1936 as a salesman for Satevepost, in 
the New York office. Later he was 
sales manager of Holiday and in 1957 
he became advertising director. 
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Who Reads 
CHICAGO’s ‘4 AMERICA 


: 


‘‘1 do,’’ says George Halas 


. and so do Willie Galimore, Rick Casares and the rest of our players 
and coaches. We like the American’s sport pages because they are lively and 


interesting ... loaded with inside angles the average fan wants to read about. 


“Sports Editor Leo Fischer and his staff know sports. Reading their write- 


ups of any sports event makes you feel you’ve been there—sharing every 


exciting play. Another thing we appreciate is the way these fellows don’t pull 


George Hatas, owner and head 
coach of the Chicago Bears, 


, any punches. When they feel you’ve got criticism coming, you get it. 
ie a native Chicagoan whose - P d me) 

outstanding coaching leadership 
has produced a lifetime record 
of 382 wietories, 27 ties and 
only 121 defeats. Mr. Halas is 


pictured diagraming an offen- 


“Knowing fine writers like Warren Brown, Bill Gleason, Wendell Smith, 


asa talinmede te cinenline Jim Enright, Bob Glass, Tommy Kouzmanoff and the rest, it’s no surprise 
backfield men Willie Galimore = Z : : - 
and Rick Casares. to us that the whole Chicago’s American is a bang-up newspaper. 


Gravee 


CHicacoz” AMERICAN 
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MARKETING NEWSLETTER 


Government Tougher times are ahead for sellers to federal, state, local 


Buyers 


Get Tough 


Electric 
Vs. Gas 


Long-range 
Selling 


menaet at | hay 


governments. These agencies, sparked by concern over identical 
bidding on a growing list of products, are joining hands with 
Justice Department's anti-trust division for an all-out attack. 


This mobilized effort, already under full head of steam, may 
well force widespread re-evaluation of marketing techniques in 
many industries selling their wares in government circles. 


One big reason for this prospect—the government market is be- 
coming a fatter melon. It will reach new dimensions in '60. 
Official statistics show purchases at state and local levels 
should rise to $46 billion, At federal level, buying should hit 
$54 billion. . . . These sizable sums are spent on items ranging 
from drugs to office equipment, from apparel to autos. 


Here's where pressure is coming from. . . . State purchasing 
officials are already gathering information on broad list of 
products which, they say, have been "tinged" by identical bids. 
They'll pass findings along to anti-trusters for possible prose- 
cution. Products include chemicals, lab apparatus, tires, type- 
writers, lamps, cement, corrugated metal, many others. .. - 
Justice Department already has at least two major industries— 
electrical equipment, tires and tubes—on the carpet for alleged 
"price conspiracy." But its price-fixing suit against Salk 
vaccine makers was recently thrown out of court. 


In the wake of this war on identical bidding, many government 
buyers at all levels are attempting to stimulate more competi- 
tion, hence lower prices. They're expanding bid lists, going to 
commitment buying, purchasing year's supplies in one shot, 
scrutinizing product specifications, etc... . This $100-billion 
market is becoming a difficult buyer. 


The electric-gas fight takes another turn, Latest move is re- 
organization of National Electrical Manufacturers Assn. Among 
other things, the reshuffle of some 65 product sections (mostly 
industrial) ties all consumer goods together—-big and small ap- 
pliances, air conditioners, electric heating, etc. Besides 
running product promotions, each section will now kick in cash 
to push the all-electric theme. This is new, extra competition 
for gas. Add it to substantial advertising by electric utilities, 
big companies such as GE, Westinghouse. 


There's a selling lesson being taught by International Niers1, 
a raw material supplier removed several steps from consure:s 

In February, Inco will launch a big ad campaign, "the gleam of 
stainless steel," in newspapers, magazines, radio; will promote 
strongly in 61 major department stores. Why: Inco sells nickel 
to stainless steel producers, who supply consumer product 
makers, then department stores, finally consumers, 


hanes, Raa: ace AL 
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NEWSLETTER (continued) 


Air Freight 
Comes 
of Age... 


— 
Truckers 


Fight Back 


Selling 
by Phone 


Take another look at shipping your products by air. ... Air 
cargo is no longer just an expensive "must" for perishables or 
emergencies. Air industry insiders tell us air cargo traffic is 
hitting one billion ton-miles today; will be around six or seven 
billion, maybe ten, by 1965. Here's why... y 


e Rates—they'll be going down, as much as 50%. This cut will 
make air cargo real competition for truckers. 


e Jets—they're on the way. Companies like Boeing, Douglas, 
General Dynamics are planning jet cargo planes with swingtails, 
special doors. They'll fly coast to coast in five hours; cut 
loading and unloading to less than an hour. 


¢ Rising distribution costs. Jet freight may be the answer. 
Don't look just at freight rates when trying to cut distribution 
costs. Mass movement of goods by air freight could reduce need 
for costly warehousing, packaging, large inventories... . Some 
companies are calling in accounting firms to analyze distribu- 
tion costs. They recommend, product by product, what should be 
moved by air. Big airlines, American, Pan-Am, TWA, cargo special- 
ists such as Flying Tiger, many others, push this sales approach. 


Truckers say air cargo doesn't worry them... but they aren't 
Standing still. Renewed interest in "piggybacking" is at new 
high. Consolidated Freightways, biggest trucker, bought Youngs- 
town Steel Car to make its own piggyback equipment. Even railroad 
orders of piggyback cars are running far ahead of previous years. 
Big suppliers, General American Transportation, ACF Industries, 
Pullman, expect to cash in on piggyback equipment. ... Truckers 
also push tandem trailers for lower costs. Pacific Intermountain 
Express, for one, is testing giant double trailers, over 100 ft. 
long, on Kansas highways. 


Growth in either—piggybacking or tandem trailering—can only 
mean lower distribution costs, faster service. 


Over the long haul, look for more inter-carrier affiliations. 
New York Central just put $5 million into Fying Tiger. A few years 
ago Chesapeake & Ohio bought $3.3 million of Slick Airways. 
Neither is an idle investment. There'll be more of this—rail- 
roads, truckers, airlines, tying together. There'll be many 
variations. To today's marketing exec, it will mean another plus 
—dquicker and more economical distribution. 


Watch AT&T's sell-by-phone campaign. This will be a nationwide 
push to convert department stores to telephone selling. It won't 
be a sure thing—stores want consumer traffic; telephone costs, 
deliveries, high merchandise returns shave profits. ... Yet 
many big stores, Macy's, Sears, Montgomery Ward, are taking to 
it. Strong advertising, by manufacturer as well as retailer, can 
make telephone retailing a real plus. 
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é¢Now he tells me! If the New York News has 
2,200,000 readers exclusive, not kids—and two thirds of 
them are in higher income families—why 

aren’t we giving it a bigger play? 99 
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JACOB L. BAROWSKY 


DYNAMARKETER 


Lestoil Keeps on Growing 
Among ‘Ganged-up Goliaths’ 


By LAWRENCE M. HUGHES 
Senior Editor 


“Please don’t call them wolves,” says Jacob Louis 
Barowsky. “Just call us a David, forced to fight three 
ganged-up Goliaths.” 

But some Goliaths also can be, to a David, plenty mean 
and untair. 

The feelings of the president of Adell Chemical Co. 
of Holyoke, Mass., toward Soap’s Big Three are not warm, 
and his respect for the methods they are using to push 
Lestoil liquid detergent off grocery shelves is not high. 

P&G's contender, Mr. Clean, may have replaced Lestoil 
as the No. 1 brand in sales among multi-purpose house- 
hold detergents. 

“I don’t know our sales standing,” contends the 67- 
vear-old, Russian-born Barowsky. “We didn’t set out to 
land in the big league. Of course, we wanted to do a 
good job. We wanted to expand. But one can go broke 
trying to lead the whole field. Getting that last 5% can 
cost more than one can afford. 

“Now, as always, I’m seeking only to make a living— 
ethically. I don’t intend to kill myself trying to beat the 
Big Three, or trying to turn them into the Big Four.” 

Barowsky credits Lever Brothers’ Handy Andy deter- 
gent with making “some progress. Colgate’s Genie—though 
most similar to Lestoil—isn’t gaining much ground.” (Some 
of Genie’s problems stem from a suit over the name filed 
by Jay S. Conley Co., a West Coast paint company. 
Conley has a brand named Jeenie.) 

I first heard of Procter & Gamble’s Mr. Clean from a 
vice president of the Kroger grocery chain, in Cincinnati. 
In the course of its expansion westward and southward, 
market by market, Lestoil was then busy capturing the 
soap sovereign’s home town. The indignity of this (or 
perhaps the opportunity suggested by a Yankee entre- 
preneur) roused P&G to revive the long-dormant Mr. 
Clean brand. Lever and Colgate followed. 

There were, and are, other contenders in this fight. 
One of them is Texize Chemicals, Inc., of Mauldin, S. C., 
which recently broke into the exclusive group of “100 
leading national advertisers,” and is now expanding 
through the South into the Southwest. A southern rival 
is Pine-Sol of Dumas Milner Corp., Jackson, Miss. 

In these brands, and Lestoil, pine oil is a basic in- 


gredient. 


Jacob Barowsky recalls: “In 1948 Hercules Powder Co., 
a large processor of pine products, tried to interest the 
Big Three in heavy-duty detergents from this base. 
Unanimously, they decided: “There'll never be a market 
for them.’” 

By then Barowsky’s Adell Chemical Co. had been sell- 
ing Lestoil to dry cleaners, pulp and paper manufacturers 
and other industrial customers for 15 years. But to win 
Mrs. Consumer was a bigger problem. 

The story of Lestoil’s promotional pioneering and 
spectacular sales progress has been told many times. One 

early report of it appeared in SM, November 20, 1955 
Today’s news is that, after a year or more of steadily 
stronger Big Three advances, Adell continues to expand. 

Throughout its first two decades annual sales of this 
family owned company did not exceed $250,000. Ad- 
vertising to a limited group of industrial prospects was 
modest indeed. Then in 1954, after years of testing 
various media and devices to win grocery store customers, 
Barowsky shot $60,000 into saturation spot broadcast 
advertising in Holyoke. 

As sales there soared, Adell moved, step by step, into 
nearby markets, and then across New England. When I 
first met the Barowsky family they were surrounding and 
softening up Boston. That was their ultimate aim — then. 

But on my next visit they had just conquered Metro- 
politan New York, and were reaching out southward and 
westward. Today distribution of Lestoil extends to Des 
Moines, Iowa, and stretches down the Atlantic Coast 
from Canada’s eastern provinces to Florida. (Gaps in 
South Carolina and Georgia are now being filled.) From 
Florida, Lestoil jumps over to Puerto Rico. 

Last summer Adell introduced Lestare powder bleach 
in soluble metho-cel packaging. Lestare is now sold 
throughout Lestoil’s distribution area. 

The $60,000 invested in advertising in 1954 multiplied 
138 times to $8.3 million in 1958. Of this, $7.7 million 
went into spot TV. In 1959 the company’s expenditures 
reached $11 million. 

“In 1960,” Barowsky says, 
larger. More of it will go into newspa We can't take 
the increases in television rates. Besides oes Lestare, we 
like ROP color.” (continued on page 58) 
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“our a will be still 
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QUALITYc:CIRCULATION: 


of stores with sales over $50,000 
of all hardware. business! 


8 


VITALITY ans GROWTH 


@ higher in paid circulation than the second 
att In 5 years, 4 times the growth of the next 
largest-growing book. 


Covers 91.3 
per jaalwho do 80% 


WHY? Because these leading dealers and 


wholesalers say they “Depend upon it the 
most” . according to Fail, 1959, national surveys by 
independent Market Research Bureau 


Make your basic trade choice 


HIETA 
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Meanwhile, Lestoil sales climbed 
from 60 million bottles in 1958 to 
more than 100 million in 1959. In- 
cluding Lestare, the company’s sales 
rose from $31 million to “more than 
$40 million.” 

But Barowsky does not underesti- 
mate the strength, or the wiles, of 
his rivals. In combined sales, the Big 
Three exceed $2 billion. Their com- 
bined promotional weight in eight 
measured media in 1958 was at least 
16 times as large as Adell’s, and in 
Adell’s “own” medium of TV _ the 
three showed at least 20 times as 
much power. Their power is en- 
hanced by extensive use of such pro- 
motional devices as deals and sam- 
pling—in which Adell does not en- 
gage. 


& While Lestoil won thorough cover- 
age throughout its marketing area by 
“forcing consumer demand” with 
7,000 announcements a week on 230 
TV stations, it does not “force dis- 

tribution.” 

Barowsky believes that “retailers 
should get adequate compensation 
for handling our products. We give 
them every-week turnover — without 
loading. We support it with heavy 
local advertising. And we fair-trade 
to insure the stores a good profit. 

“In some stores we now provide 
one-third of the profit of the entire 
soap departiaent.” For instance: Harry 
M. Taxin, vice president of the Daitch 
Shopwell chain, New York, calls Les- 
toil “one of the highest-profit items 
(28%) in our markets.” Harold Ralens, 
grocery sales manager of Stop & 
Shop, Boston, says, “Lestoil has 
shown us that we can make money 
from a department all but written off 
as a necessary evil.” 

Jacob Barowsky points out that 
“The supers no longer are big stores 
robbing family stores. They are 
giants fighting giants. Anyone can 
sell by cutting prices. But to stay in 
business they must make a_ profit. 
We're doing our part to help them.” 

He is sure that his business will be 
around for quite awhile to keep on 
helping them: “We can’t slug, but 
we can spar. We've gambled a lot — 
especially in the last six years. But 
we've tried to know the odds.” 

Adell Chemical, he adds, does not 
“project a 5-year plan. We're not that 
big—yet. Besides, we want to stay 
flexible. But we've a pretty good idea 
of where we're going.” 

Currently he is “re-evaluating sales 
policies.” Through Lestoil, Inc., sales 
subsidiary, a group of 50 field men 
contact chains. “We're providing our 
customers with more display helps,” 
Bar wsky says. “But our men don't 


have time to work in stores. For both 


Lestoil and Lestare we must consoli- 
date in present areas before we take 
any big steps into others.” A division- 
alized sales setup — perhaps with the 
help of brokers — may be established. 

Though warehouses have been 
vpened across the broad distribution 
territory, it would seem that strate- 
gically located factories would help, 
too. From 21,000 sq. ft. in an old 
building in downtown Holyoke, I 
have watched Adell expand to 150,- 
000 sq. ft. of new quarters, a mile 
away. But this building, Barowsky 
says, “already is too crowded.” 

Harvard-educated (“I majored in 
philosophy because I couldn't afford 
chemistry”) Barowsky emphasizes that 
“ours will continue to be a family 
business.” Some observers wonder, 
however, whether more executive de- 
velopment, and more new, executive 
blood, would not help. 

Mrs. Jacob (Adeline) Barowsky, 61, 
after whom Adell Chemical was 
named, has returned to active duty 
as secretary of the company. One 
son-in-law, Executive V-P Isaac L. 
Eskenasy, is now enrolled in Harvard 
business school’s Advanced Manage- 
ment Program. The other son-in-law, 
Aaron L. Kingsberg, is both Adell’s 
controller and president of its “house” 
advertising agency, Jackson Asso- 
ciates. 


& The Jacob Barowskys’ only son 
Seymour, died several years ago. His 
widow, Dorothy, is vice president of 
Jackson. Eskenasy’s wife, Edith, is 
assistant treasurer of Adell. 

Members of the Big Three are said 
to have offered Barowsky $25 million 
for the business. But he does not in- 
tend to sell. Nor does he seek addi- 
tional capital by offering shares to 
the public. 

“Our capital might be called lim- 
ited—for the size of the business,” 
Barowsky admits. “But, beyond the 
family’s needs, we plow all our profits 
back. We have no long-term debt. I 
think we'll be able to handle what- 
ever expansion is necessary. . . . For 
one thing, we're stepping up Re- 
search and Development. With only 
one product we were vulnerable. Now 
we have two. We intend to develop 
a line.” 

Lestoil’s president has “organized 
things so I'll have more time for com- 
munity and philanthropic work.” In 
Seymour's memory he has made 
scholastic grants to, among others, 
Harvard, American International Col- 
lege at Springfield, Mass., and Bran- 
deis University. Also in his memory, 
Jacob and Adeline Barowsky have 
planted a grove of 2,000 trees in Is- 
rael. “It is,” he says, “on the hill where 
Sampson was born and died.” @ 


growing world-wide 


In addition to the 50 states, the Wheaton organization 
is offering prompt, dependable service to an 
increasing number of foreign countries throughout 
the world. Only the most modern equipment 
and latest techniques are employed to give 
maximum protection in transit. 


B COAST TO COAST LONG DISTANCE MOVING 


with the best in long 
distance moving service 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


In the West. call 


General Offices: indianapolis, Indiana 


A hotel created 
especially for 


CONVENTIONS!! 


a 


Miami Beach's best convention location, Collins Avenue and Lincoln Road—ON THE OCEAN 
The DILIDO Hotel offers the finest Convention and Resort Facilities available anywhere. Just 
one block from the New Miami Beach Auditorium and Convention Hall 


x FACILITIES ...A Modern Air Conditioned 350 Room Hotel 


COLLINS Ave, 


LYMAN PICKETT 


COTILLION ROOM ; , 1200 SALES MANAGER 
CONTINENTAL ROOM 950 
MOULIN ROUGE 400 
FLORENTINE ROOM 300 


OTHER ROOMS ACCOMMODATING 50 PEOPLE OR MORE 


NOW a Packaged CONVENTION! 


Room—Meals—Sightseeing Tour—Cocktail Party 
w F o / 


—Banquet—Poolside Barbecue and Water Shows. 
COMPLETELY 


PER PERSON 
. . « FROM AS 7 4” DBL. OCC. 
LITTLE AS 3 DAYS 
ON THE OCEAN 
AT LINCOLN ROAD, 2 NIGHTS 
MIAMI BEACH 
AIR CONDITIONED Wire, write or call JEfferson 8-0811 for complete detailed information. 
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THE SCRATCH PAD 
(ee a NE ART 


Railway Express version: Five more 
shipping days till Christmas. 
+ 


Primary colors: The three little pig- 

ments. 
® 

Stopper by local piliculturist:“Hair 

today . . . gone tomorrow.” 
e 

Time magazine reported teen-agers 
going back to school with plastic- 
coated textbook covers with such 
screwy titles as: “Embalming Can Be 
Fun” by “Maude Lynn.” 

J a 

Incidentally, I half expected Time, 
with its predilection for the play-on- 
words, to call Chevrolet’s Ed Cole an 
“under-Corvair man,” seeing that he 
had to keep the new compact car 
under wraps, even in the GM family. 

@ 

Stopper by Gimbels: “Cloak and 
Swagger.” 

7 

Quoteworthy: “Do-It-Yourself Kit. 
We have developed a do-it-yourself 
kit for advertisers who ask no more 
of their agencies than a blind accept- 
ance of their own plans and ideas. 
In the kit are a bullwhip, to be used 
when agency personnel rebels; a copy 
of the agency's resignation; an empty 
vial that once held the agency’s self- 
respect; and, for the advertiser’s ex- 
clusive use, a quart bottle of red ink. 
For advertisers who prefer an agency 
that provides a continuous flow of 
ideas, we have the willingness and 
desire to tell our story. Gray & Rog- 
ers, Philadelphia.” ’ 

. 

Wedding. ring: A one-man band.— 
Grit. 

° 

Epitaph for Sarah: “You Wondered 
What Became of Sally?” 

nny, 

On TV’s “Toast to Jerome Kern,” 
Otto Harbach, Kern’s lyric-writer, was 
on deck. Still in Tin Pan Alley at age 
86, he got a grin when he said: “I 
don’t feel a day over 85.” 

* 

While it lasts, most men in movies 
and television make more than the 
rest of us, but they seem disinclined 
to pay the new price of a haircut. 
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BY T. HARRY THOMPSON 


Even Perry Como, ex-barber, has. gone 
long-hair, and I don’t mean musically. 
> 

Taking a squint over the left 
shoulder, we see quite a year. The 
49-star flag, marking the admission 
of Alaska to statehood, had a brief 
life, like the May fly. It was soon re- 
vised to accommodate the fiftieth 
star, representing Hawaii, paradise of 


the Pacific, and a laboratory of de- 
mocracy for all Asia to see. 

The waspish boss of the Bolshies 
finally wangled an invitation to visit 
the U.S. and, in several. centers, got 
the silent treatment for his pains, than 
which there is nothing more unset- 
tling. As a fitting springboard to his 
visit, his rocketeers hit the moon on _ 
their second try. 

A steel strike cut inventories of this 
basic metal, and added to the num- 
ber of unemployed, as a rising econ- 
omy paused to get its second wind. 
Federal Judge Walter La Buy ruled 
that DuPont could keep its GM 
shares by giving up its right to vote 
them, and the stock market leoked 
healthy again. 

There were other newsworthy 
events, but, as Bert Parks says, we're 
running a little late. Happy Holidays, 
you-all! 


Words Are Sales-Tools 


(quoted by permission): 


please the ear. 


mint, and rose 


Whether we sell on the hoof or behind the facade of an 
Underwood portable, all of us use words 
skill and precision as we can muster. 


Naturally, marketing people don’t give a hoot in Hades about 
the nuarices of copywriting, nor should they; but all of us may 
profit from this disquisition on words by H. Phelps Gates 


“There are strength and force in short words 
that blast and boom, throb and thump, hiss and buzz and zoom. 
There are grace and charm in short words, too 


like ‘lull and ‘hush’ and ‘purr.’ 


“There are short, lush words like ‘dank,’ ‘muck,’ and ‘drench’; 
and short, dry ones like ‘crisp,’ ‘parch, and ‘husk.’ There are 
words that work hard at their job, that pry and push, that slash 
and hack, that cut and clip, that chip and saw. 


“Use work-horse words that know how to sell. Scan the best 
sales jobs in print, and you'll find them rich in short words 
that tease the taste, make glad the eye, tickle the nose, and 


“There are nip, twang, bite, and tang in short sales words. 
They're sweet, sour, tart, or dry, as need be. There are words 
you can hear like the swish of silk; soft words with the feel of 
swan’s down: words with a smell like musk, smoke, cheese, 
all of them good sales tools.” 


With practice, words may be used like the notes in a musical 
scale, to create any mood you wish. To all of us in marketing, 
that is like money in the bank. 


with as much 


words 


in words 


T.H.T. 
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NFIRMED AGAIN... 


When the READER'S DIGEST wanted to take a 
look at its own impact on a typical American city 


it went to Columbus, Ohio. 


Why? Because Columbus has the vital elements 


that make a good test market... 


1. It’s self-contained (and other major mar- 
kets are distant). 

2. Its population is typical (and diversified’) 
3. Good, co-operative media (you can really 
penetrate the market). 

4. Business is diversified (from airplanes to 
uniforms). 

5. Income level is close to average (but 
enough above the national average to make it 
a biying market). 

6. Business activity is stable (recessions are 
felt less in Columbus because of its wide di- 
versity of business). 

7. Good distribution (5,280 retailers, 842 
jobbers ). 

8. Good transportation (your goods get -to 
Columbus fast and economically by air, rail 
or truck). 

9. Experience counts (and Columbus media 
know the “ins and outs” from scores of suc- 
cessful test campaigns). 


10. A good record as an indicator (com- 
panies like P & G, Colgate Palmolive, Lever 
Bros., General Foods and Armour & Co., 
know that they can count on Columbus to 
predict the national sales picture. That's why 
they have used The Columbus DISPATCH 
repeatedly ). 


Columbus Dispatch 


Evening and Sunday 


and \Columbus Citizen-Journal 


Morning 


THE BEST WAY TO REACH COLUMBUS, 
On... toon Crty, USA. ie 
THROUGH THE LOCAL MEDIUM THAT 
DELIVERS THE MARKET, THE COLUMBUS 
DISPATCH. Here is a daily circulation of 
182,830 and a Sunday circulation of 243,249! 
Get the facts on Columbus, Ohio and on the 
Columbus DISPATCH today. They'll be vital 
in any marketing Peegiag planning . . . especi- 
ally if you're “feeling it out.” 


Highly attractive optional combination tate 
with Morning CITIZEN-JOURNAL available. 


Representatives: 


O'Mara & Ormsbee, Inc. 
{New York, Chicago, 


McAskill, Herman & Daley, Inc. 
(Miami Beach). 
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Detroit, San Francisco, Los Angeles). 
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WORTH WRITING FOR... 
CR a am eam ENN ORIN 


Profitable Marketing 

Check-list guide. In 99 questions, 
it ranges from merchandising to man- 
agement, from products to packaging, 
providing a device for taking inven- 
tory of the intangible assets and liabil- 
ities of which every company’s market- 
ing program is composed. Questions 
cover: distribution system, field sales 
staff, marketing concept, marketing 
costs, products, packaging, new prod- 
uct policies, company image, current 
market position, overall merchandis- 
ing policy, merchandising and promo- 
tion at the trade level, advertising and 
promotion to the public, pricing. 
Write Arthur B. Dougall, Dept. SM, 
Stewart, Dougall & Associates, Inc., 
405 Park Ave., New York 22, N. Y. 


Spot TV Commercials 


Report No. 5 from Timebuyer Opin- 
ion Panel, which was formed to serve 
as a medium of expression for time- 
buyers as a group and individually, to 
shed light on the changing nature of 
timebuying, and to provide a sound- 
ing board for all theories and buying 
practices. It deals with the use and 
relative effectiveness of the 8- or 10- 
second ID, the 20-second, 30-second 
and 60-second commercial lengths, ex- 
amining buyer attitudes toward the 
various spot television commercial 
lengths. Write Richard H. Close, Di- 
rector, NBC Spot Sales, National 
Broadcasting Co., Inc., Dept. SM, 
RCA Bldg., Radio City, New York 20, 
N. Y. 


Marketing Information 


Four booklets for manufacturers 
selling to the original equipment mar- 
ket: a compilation of sources of in- 
dustry statistics available from de- 
partments and agencies of the U.S. 
Government; a list of significant trade 
associations; design engineer prob- 
lems, including a report on new-prod- 
uct development; handling and evalu- 
ating inquiries. Write Robert L. Hart- 
ford, Business Manager, Dept. SM, 
Machine Design, Penton Bldg., Cleve- 
land 13, Ohio. 


Canada’s First Market 


A study of the Metropolitan Toron- 

to market, where 12.7% of all Can- 
adia& retail sales are made, and the 
Ontario market, where 39% of all 
Canadian retail sales are made. Data 
i include: population by municipalities, 
(age groups and school enrollment, 
| households and families, incomes, 
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automobile registrations, taxpayers by 
income, labor force, housing, retail 
establishments, national chain and 
drug stores, wholesalers, manufactur- 
ers, chief industries and number of 
plants. Write W. A. Campbell, Adver- 
tising Manager, Toronto Daily Star, 
Dept. SM, Toronto, Ontario, Can. 


North Carolina 


Eleventh annual agricultural and 
forestry report: farm products’ gains 
in 1959, county farm incomes, dairy 
incomes, gains in tobacco yield, lum- 
ber production, gains in farm incomes 
of the mountain counties, poultry in- 
comes, livestock. Write Roy Philips, 
Director of Advertising, Ashville Citi- 
zen-Times Co., Dept. SM, Ashville, 
N. C. 


Southern Rural Families 


A report on the types and brands 


of cosmetics, toiletries and drugs used 
by them. It covers products ranging 
from aspirin, upset stomach remedies 
and linaments to perfumes, hair tints 
and home permanents. Included is the 
number of customers for each of the 


leading brands among the products. 
Write Elden Tuttle, The Progressive 
Farmer, Dept. SM, Birmingham 2, 
Ala. | 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise- 
ments in Sales Management? 


Incentive Contests: Complete literature 
on how a cruising sloop can help increase 
your sales. Silhouette Marine, Ltd., Dept. 
SM, 150 Spring St., New York 12, N. Y. 
Selling Tools: Details on how you can in- 
crease sales potential for 1960 with a new 
sales tool program. Joseph Luchs and 
Staff, Dept. SM, 6701 N. Broad St., Phila- 
delphia 26, Pa. 


Public Warehouse and Distribution Serv- 
ices: Market information and member- 
ship directory. John Terrforte, Dept. SM, 
American Chain of Warehouses, Inc., 250 
Park Ave., New York, N. Y. 


Quad-Cities: Rock Island and Moline- 
East Moline, Ill., and Davenport, Iowa: 
Market facts and figures, graphically il- 
lustrated. Argus-Dispatch, Rock Island- 
Moline, Ill. 


For Your Next Banquet or Convention: 
Planning guide and check list of 149 
items to help solve specific problems. 
Sheraton Hotels, Dept. SM, National Con- 
vention Office, Sheraton-Park Hotel, 
Washington, D. C. 


SALES 
MANAGER 


3.0 0) Sereeret 


weiss 


“Yes, | packed everything for the board meeting—sales figures, ad 
budgets, production quotas, motivation research, products research, 
market analysis, your rabbit's foot . . .” 


December 18, 1959 


Young Chicago 
loves to buy... 


... the Chicago 
Sun-Times 


The young families are the big buying families, 
in Chicago as anywhere else. But nowhere else can you 
reach them more effectively. In Chicago, 


more young families read the Sun-Times than any other newspaper. 
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New York and Chicago Metro Areas 
Broadened by Washington Ruling 


The Office of Statistical Standards, 
in preparing the new list of Stand- 
ard Metropolitan Statistical Areas 
(treated extensively in SM’s Nov. 10 
issue), introduced a new concept, 
which may be of increasing impor- 
tance. 

It was recognized that in the large 
metropolitan areas of New York and 
Chicago, an alternative and broader 
mode of defining the metropolitan 
area could come into play, depending 
on the marketing purpose involved. 
Thus, the New York Metro Area was 
first. broken down into four standard 
metro areas (New Work, Newark, 
Jersey City, Paterson-Clifton-Passaic). 
A broader area, called a “Standard 
Consolidated Area,” was also defined 
to consist of these four standard 
metropolitan statistical areas, plus 
Middlesex and Somerset counties in 
New Jersey. In the case of Chicago, 
another Standard Consoliated Area 
was defined, consisting of the sum of 
the Chicago Standard Metropolitan 
Statistical Area and the Gary-Ham- 


mond-East Chicago Standard Metro- 
politan Statistical Area (Lake and 
Porter Counties, Ind.). 

In our Nov. 10 issue we published 
projections and ranking for all Stand- 
ard Metropolitan Statistical Areas, 
but Pm sp oversight neglected 
to offer alternative rankings and totals 
for these two Standard Consolidated 
Areas, which we present herewith. 


These broader areas are considered 
suitable for certain marketing prob- 
lems (such as those involving broad- 
cast media), and some observers, in 
accordance with the “Interurbia” con- 
cept, believe that marketing patterns 
will ultimately throw greater emphasis 
on these larger groupings. The actior 
of the Government indicates that this 
possibility might deserve attention. 


Standard Consolidated Area Projections to 1965 


Population 1/1/59 (000) 
Rank . 
Population 7/1/65 (0003 
Rank i ae Sees 
Index of Growth a 
Net Effective Buying Income, 1958 ($000) 
Rank 


Net Effective Buying Income, 1965 ($000) 


Rank 
Index of Growth 

Total Retail Sales, 1958 ($000) 
Rank 

Total Retail Sales, 1965 ($000) 
Rank 
index of Growth 


New York 
14,521.7 


Chicago 
6,550.2 


2 
7,251.1 
3 
110.7 
33,154,677 14,874,874 
1 2 
19,675,210 
3 
132.3 
8,826,597 
3 
11,529,106 
3 


44,871,992 
1 


135.3 
18,838,362 
1 


25,220,703 
1 


133.9 130.6 


Promote Media—and You Promote Yourself 


Media are often taken for granted. 
Advertisers usually feel that creating 
circulation, and more important, read- 
er confidence, is strictly a matter for a 
publication’s own sales promotion de- 
partment. They are convinced that 
the responsibility of an advertiser ends 
with payment of the bill. 

Such an attitude, unfortunately, 
fails to recognize important self-in- 
terests of the advertiser. Actually, his 
practical considerations are best 
served through propelling media ac- 
ceptance whenever and wherever pos- 
sible. Obviously, the more penetra- 
tion a publication makes into a field, 
the greater the value of advertising. 

Sales manager and advertising di- 
rector alike can refer regularly in 
correspondence to current advertis- 
ing—and the media in which it ap- 
pears. At the same time, whenever 
the opportunity presents itself, man- 
igement can recommend that distribu- 
tors and dealers rely on the publica- 
tion for significant news of the field. 
A manufacturer can easily draw atten- 
tion to specific information in a cur- 
rent issue, relevant to the customer. 
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By IZ ZAM 
President, Zam & Kirshner, Inc. 


Sales promotional literature  dis- 
tributed by a company, can list all 
publications in which its advertising 
appears. Adding: “As advertised in 
XYZ Magazine” to booklets, brochures, 
direct mail, and _point-of-purchase 
material, is certainly a routine matter 
—yet how many advertising pieces are 
published yearly without crediting 
media used? Such recognition lends 
prestige and weight to a publication— 
with no additional expense involved. 
At the same time, it adds distinction 
to company advertising, indirectly. 

Trade shows are a particularly ad- 
vantageous time to display a publica- 
tion’s current issue and appropriate 
sign material. These are readily avail- 
able from the magazine. Media will 
sometimes maintain their own booths 
and promotional people at an exhibi- 
tion. Yet the showing of additional 
material is bound to have a marked 
effect on important customers attend- 
ing the convention. 
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Sales meetings and distributor con- 
ferences furnish a built-in, receptive 
audience for a sales manager to pre- 
sent promotional plans for the months 
ahead—and to discuss results expected 
from publications listed on the adver- 
tising schedule. Here is an ideal op- 
portunity to add dimension to a well- 
chosen media list that will, in its turn, 
reflect favor upon the sales director's 
plan. At these meetings, salesmen and 
distributors can be reminded of the 
media’s pre-selling qualities—in the 
consumer field—while business publi- 
cations may be stressed as an excellent 
and continuing means for receiving 
important news of the time. 

A sales executive can impress upon 
his salesmen the advantages of in- 
cluding—and showing customers—per- 
tinent copies of media carrying the 
firm’s advertising. Why allow dealers 
to forget an expensive set of ads? Why 
allow them to forget the publications 
carrying the campaign? 

With a spark of imagination, and 
some forthright effort, a company will 
find results well worth the time spent 
to “talk-up” its media. @ 


How a Little’ Line Enlarged a Market 


A “small” idea in the electronics 
field is growing big in market volume 
as high-style miniatures of home sound 
equipment tune in on the current con- 
venience and novelty trend. 

The “little” line is the result of a 
product-expansion program by Herold 
Radio and Electronics Corp., Mt. 
Vernon, N.Y., which in 1958 began 
to add to its regular lines of Steelman 
and Roland division console and table 
model sound equipment with such 
new items as camera-size clock-radios, 
612-lb. tape recorders, and typewriter- 
style phonographs. And the miniatures 
are credited with contributing sub- 
stantially to a past 2-year volume of 
$20.6 million (equal to the total of 
the four previous pre-recession years). 

Big selling points are not only the 
new line’s style, handy size, and man- 
euverability, but also the fact that 
the equipment requires no electric 
plug-in. For Herold, as well as its 
dealers, these appeals mean profitable 
new markets in second-set sales, be- 
cause the line supplements, rather 
than competes with, regular models. 

According to Roland J. Kalb, Her- 
old’s chairman, “Truly new develop- 
ments in the portable sound equip- 
ment field not only appeal to pros- 
pects who were in the market any- 
way, but also stimulate people’s non- 
existent desires for second sets and re- 
placement models.” 

Kalb decided several years ago that 
there were big potential profits being 
overlooked in the marketing of more 
items through existing market chan- 
nels. Through a close liaison with re- 
tailers throughout the country, Paul 
E. Featherstone, general sales man- 
ager, found that a miniature line 
might be the answer for both Herold 
and the customer. For instance, al- 
though many portable dictating ma- 
chines were available, there was no 


tape recorder-player on the market to 
satisfy customers’ desires for a light- 
weight, shoulder-slung, battery-oper- 
ated transistor model that could record 
or play anywhere without being 
plugged in. 

This was the situation leading up 
to marketing planning for the com- 
pany’s Steelman Division Transitape 
tape recorder. 

Three fundamental marketing be- 
liefs were behind the planning for 
Transitape and other miniatures: 


1. Only a fully researched market 
program can achieve maximum suc- 
cess. 

2. Give the consumer something 
different and better at the going price. 
(Because of its patented styling and 
wide range of decorator colors, the 


612-LB. MARKET BUSTER, called Transi- 
tape, is a portable tape recorder that 
scored big for Herold’s miniature line. 


Steelman line outsells similar units in 
the same price range.) 


3. The manufacturer's responsibil- 
ity must carry through to the point 
where each product gives full satis- 
faction to the consumer. 


Herold’s own market research stud- 
ies brought out the fact that nearly 
30% of conventional tape recorder 
sales were made through photographic 
equipment stores, and that adding 
these to the distribution channels al- 
ready established for other Steelman 
and Roland products would bring 
maximum exposure for the projected 
miniature tape recorder. 

From the Electronic Industries 
Assn., the Magnetic Recording In- 
dustry Assn., business publications 
and other industry sources, Kalb 
found that the ideal time for Herold 
to get into the tape recorder business 
was 1958, the beginning of the steep- 
est sales climb in that industry’s his- 
tory. Projections of available figures 
indicated that the 1958 volume of 
some 600,000 tape recorder-players 
should leap to 865,000 by 1960. In 
the same period, dollar volume should 
increase by almost half, from $105 
million to $151 million. 

Sales Management’s Survey of Buy- 
ing Power showed that 28.7% of U.S. 
consumer income was to be found in 
the nine North Atlantic states, so 
Kalb decided to test market the new 
tape recorder there. The initial “Tape 
It With You” campaign was launched 
in various electronic and photographic 
trade publications as well as The New 
York Times Sunday Magazine, For- 
tune, Esquire and The New Yorker. 
National media were used to test and 
stimulate national demand even 
though the Transitape was only avail- 
able in the Northeast. 

Mindful of the future, Kalb also 
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decided to exhibit two early samples 
at last year’s International Photo Fair 
in Cologne, Germany. Reaction was 
so favorable that plans were made to 
go international with Transitape as 
soon as possible. Now that the brand 
name is becoming succéssfully estab- 
lished in Europe—even on a minimum 
export volume—Herold has licensed a 
Transitape assembler for the United 
Kingdom and continental Europe. 
Transitape sales by June 30, 1959, 
equaled the original estimate for the 
entire year. Sales for all of 1959, 
including the busy Christmas season, 
are now expected to be 2% times the 


original forecast. Herold’s recent 
move to new headquarters provides 
the expanded facilities necessary to 
meet the unexpected demand for 
Transitape production. 

When the tape recorder’s success 
created a temporary short-supply situ- 
ation, the company responded with 
a report to all distributors on test 
market findings, explaining how best 
to cope with the problem until pro- 
duction could catch up with demand. 
The report pointed out that “In the 
New York market we have found 
that Transitape can be used as a 
very powerful tool to get to key 


f 
NEW ENGLAND’S /ST MARKET — 
MASSACHUSETTS 


with the Elllion Dollan 


WORCESTER 


WORCESTER 
IS YOUR 
KEY TO — 
GROWTH... 
IMPACT AND... 


RESULTS .. . . 86.4% daily coverage with the 
Telegram Gazette. Daily circulation 158,215. Sun- 
day — 102,957. ABC audit Dec. 31, 1958. 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


POUT owwens OF RADIO STATION WIAG 
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dealers with the entire Steelman 
line. . . . Many of the most desirable 
accounts will be glad to give the 
Steelman line a try when they have 
Transitape to advertise as a traffic 
builder.” 

William Fowler, who heads the 
Transitape operation, makes sure that 
Herold’s_ responsibility to customers 
begins when they are still in the 
prospect stage and carries right 
through to product servicing. Every 
consumer inquiry is answered, al- 
though this meant processing thou- 
sands of letters when Transitape ap- 
peared on WMCA’s “Barry Gray 
Show,” NBC’s radio network program 
“Monitor” and in Parade magazine. 
The original letter and a copy of 
the reply are sent to the appropriate 
distributor for follow-up. 

Fowler has advance models of 
Steelman-Roland products _ photo- 
graphed inside and out. When neces- 
sary, “explosion” diagrams are drawn 
to show the location of each part. 
This information is then incorporated 
ina comprehensive instruction manual 
for sound equipment repairmen. 

For six months while Transitape 
was being test marketed on the East 
Coast, Herold confined all service to 
the factory in order to learn what 
problems the future network of 200 
field service agencies might meet. Dur- 
ing this period, the service depart- 
ment received for recheck one of 
station WNEW’s Transitapes that had 
been hit by the full force of a fire 
hose when the reporter was covering 
a spectacular blaze on Broadway. 
“The tape was undamaged and sound 
effects came through perfectly,” was 
WNEW’s enthusiastic comment. 


> For utmost marketing effectiveness, 
Fowler insists that the firm’s sales 
efforts be applied throughout the en- 
tire distribution network. A rundown 
of all the “bases” he covers reads 
like a checklist of ways to promote 
good distributor relations. Two or 
three times a year, executives and 
sales personnel of selected distribu- 
tor organizations are invited to visit 
the Steelman or Roland plant. These 
intensive instructional contacts with 
small groups supplement the annual 
National Sales Conference for each 
product line. 

Between these instructional high 
points, Herold representatives devote 
as much time as possible to making 
calls with distributors’ salesmen. The 
company finds that the best return 
on this time-investment is obtained 
by working with the bellweather sales- 
men of key distributors. Once the 
pacesetters have been converted by 
seeing the Herold representative grab 
off some large profitable orders, they 


refuse to admit they cannot do the 
same thing. The enthusiasm is con- 
tagious. 

Each Transitape plays a role in 
its own promotion at every marketing 
level. Customers can play for them- 
selves a pre-recorded, professionally 
announced, fully orchestrated sales 
message that includes complete oper- 
ating instructions. This talk can be 
erased to provide the purchaser with 
a “free” tape. 

A salesman’s handbook, compiled 
before the product’s launching, in- 
cludes advertising and promotional 
aids, service procedures, demonstra- 
tion ideas and market information. 
This manual has been so effective 
that Herold has been hard-pressed to 
keep it in stock. 

Company and distributor represen- 
tatives are encouraged to prepare 
brief notes outlining the merchandis- 
ing approaches that they and their 
distributor or retailer customers have 
found most effective. Usable tips are 
passed along to all distributor sales- 
men. Recent ideas include weighing 
the 6%-lb. Transitape before the cus- 
tomer’s eyes; walking about the store 
with Transitape playing softly; taping 
interesting quotes from prominent 
purchasers in the area and playing 
them back to prospects. 

When monthly sales results are 
compiled, Herold tells distributors 
how their performances compare with 
the national showing and asks them 


for suggestions as to how headquarters 
can help. 

Dunay, Hirsch & Lewis, Herold’s 
advertising agency, gives all sales and 
distributor personnel advance notice 
of scheduled advertising. The com- 
pany’s public relations agency, Sam- 
uel Weiss & Associates, sends notifi- 
cation of future publicity and_ re- 
prints of current items. — 

Distributors and retailers are also 
supplied with assorted ad mats and 
new product releases for placement 
in local media. Point-of-purchase aids 
for Transitape include cards, poster, 
and vacuum-formed plastic racks that 
hold a demonstration Transitape and 
full-color die-cut brochures. 

Catalogues are supplied to spe- 
cialized outlets, such as Audio-Digest 
Foundation, which supplies Transi- 
tapes to professional users. This en- 
ables these firms to capitalize on one 
of the important developments behind 
the tape recorder sales boom—data 
digesting. 

But the marketing steps which have 
made Transitape the profitable item 
it is in Herold’s line are never finished. 
According to Roland Kalb, “Our 
policy of coming out at regular in- 
tervals with something radically dif- 
ferent means that part of our line 
always enjoys comfortable profit mar- 
gins which other lines, squeezed by 
competition, do not. This is just as 
important to our distributors and re- 
tailers as it to us.” ® 
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ORCHAWAII SALES DIVISION 


ORCHIDS OF HAWAII, INC. 
NATIONAL SALES OFFICE 


305 7th Ave. * New York 1, N. Y. 


Telephone ORegon 5-6500 


HIRE SALESMEN 
THE EASY WAY 


PHONE YOUR NEAREST 


NATIONAL PERSONNEL 
CONSULTANT 


TO PLAN INTERVIEWS 
FOR YOU WITH 
QUALIFIED SALESMEN 
LIVING WHERE 


YOU NEED THEM 


OFFICES 


Since 1935 


Write or phone for list of members 
and how they can help you. 


HARRY C. VAUGHN — DIRECTOR 
37th FLOOR LEVEQUE TOWER 
COLUMBUS, OHIO — CA 1-2809 
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Our Regional Research Facilities 


Can Give You: 


. Information on statistical source ma- 


terial, public and private. 


. Back data and forecasts on economic 


trends for specific markets. 


. Help in setting sales quotas. 
4. Help in ironing out weak spots in 


distribution. 


. Information on the location of good 


markets (arid bad). 


. Information on the characteristics of 


any market for both consumer and in- 
dustrial products, new and old. 


. Current estimates and forecasts of 


the volume of business in your in- 
dustry. 


. Forecasts of company sales. 


. Information on where to locate new 


10. 


retail outlets. 


Information on where to locate new 
manufacturing facilities. 


As specialists in all regional aspects of market research, of which the 
data published in the Sales Management Survey of Buying Power 
represent a single though important by-product, Market Statistics, Inc. 
is in a position to supply quick answers to a variety of questions bearing 
on the basic problems of distribution. If you want to know where to 
locate a new outlet, or where to pick a new distributor, or whether to 
hire or fire salesmen for Area A as opposed to Area B, we may already 
have the answers, or will be able to help you get them. 


In addition, we have successfully integrated the use of SURVEY OF BUYING 
POWER data with field surveys to 


. Determine your total potential mar- 


ket and how to reach it. 


. Establish share of each manufac- 


turer's sale in total market. 


. Determine the characteristics and lo- 


cation of your market. 


. Determine consumer brand knowl- 


edge, brand 
switching. 


loyalty and brand 


. Establish consumer and market aftti- 


tudes toward your and competitors’ 
products. 


6. 
¥, 
8. 
9. 
10. 
II. 


12. 


Improve product design and pack- 
aging. 

Determine comparative prices, profit 
margins and turn-over studies. 
Analyze causes for business decline. 
Conduct sales and dealer studies to 
improve external and internal sales 
set-up. 

Conduct new product studies. 
Conduct motivational research stud- 
ies to determine consumer attitudes. 
Conduct probability sampling to de- 
termine consumer attitudes. 


In short, the complete range of market research problems can now be tapped with the facilities of 


MARKET STATISTICS INC. 


Research Consultants to Sales Management 


630 Third Avenue, New York 17, N. Y. YUkon 6-8557 
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Sales Execs Are Bullish 
about ‘60! 


(continued from page 31) 


The results, in order of popularity: 
California, New York, Illinois, Ohio, 


Texas, and Pennsylvania. 


Sales forces and advertising . 
More than three-fourths of the sales 
executives plan to increase the size 
of their sales forces next year. Most 
of the increases will be under 10%, 
although some range up to 20% and 
a few as high as 100%. 

Sales managements, sizing up the 


excellent business prospects for 1960, 
are planning to mobilize their selling 
efforts as never before. With consum- 
ers ready to buy and the economy 
raring to surge upward after the steel 
settlement, sales executives will be 
concentrating their efforts on manag- 
ing their sales forces. 

They told us what some of their 
most acute problems are. About seven 
out of every ten sales chiefs worry 
about equipping and training sales- 
men to fight for the bigger markets in 
1960. Half of them are worried about 
finding better salesmen. Others are 
concerned with teaching salesmen to 
recognize customer problems; increas- 
ing the salesmen’s stature and his se- 
curity; getting competent regional 
managers; communicating sales ob- 
jectives to the field force; getting 
salesmen to use their time better. 

Besides increasing their sales forces, 
sales executives are also increasing 
their advertising, generally about 10% 
over 1959. This forecast for larger ad 
spending matches that of numerous 
other estimates (see “Significant 
Trends,” page 17 of this issue). Yet, 
one-fourth of those planning to hike 
ad investments next year are budget- 
ing increases by as much as 20%. 

The increases of sales forces and ad- 
vertising by such substantial amounts 


are additional evidence of the abund- 
ant confidence of sales chiefs in the 
business prospects for 1960. It also 
reflects the sales gains that most com- 
panies anticipate. The survey showed 
that about 77% of the sales executives 
expect their own sales gains to be 
larger than gains for their industry. 


Prices . . . Many sales executives 
are tight-lipped on the prospect for 
prices next year. Of those venturing 
a prediction, 40% see them rising; 
50% believe they can hold the line 
on prices; only 10% see lower prices. 

Again and again, sales chiefs point 
to rising costs of labor and raw‘ mate- 
rials. Costs of money and taxes are 
going up as well. These rising costs 
are shrinking profit margins beyond 
the break-even point. Although sales 
chiefs avoid discussions of prices, it 
can be expected that once the inevit- 
able steel price increases come, other 
price hikes—in many industries and 
products—will not be far behind. 

Yet, a substantial 35% of all sales 
executives tell us that they are wor- 
ried by price cutting, sometimes even 
below cost. These soft price condi- 
tions, a hangover from the recession 
in many industries, may well be dis- 
pelled by the solid business expected 
next year. 


A ONE-IN-A-MILLION TEST MARKET .. . one newspaper 


The Providence Journal-Bulletin 


takes pleasure in announcing the appointment of 


Frank H. Stevens 


as manager of its new direct Boston sales office for closer 
personal service to agencies and advertisers in the 


Massachusetts area 
and the appointment of 


McAskill, Herman & Doley 


as its representatives for Florida, the Caribbean 


and Mexico. 


Represented elsewhere by Ward-Griffith Co., Inc. 
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SALES EXECUTIVE 


High 4- to 5-figure salary plus oppor- 
tunity for profit participation. No. 2 man 
in company selling products to jobbers 
throughout U. S. Age 28-42. Must know 
distribution channels in Plumbing Supply 
field thoroughly and be willing to travel. 
Home office in Middle Atlantic States. 
Box 4059. 


All replies confidential. 


es 4. - Milton Tounsts Annually 


ik GALTLAKE The 100% 
OGDEN MARKET 
Cities U.S.A. 


A BONUS "<5 fin 0 rey 


MEETING 
PLANNERS 
HANDBOOK 


Handy, pocket-size booklet con- 
tains reprints of some of the most 
popular articles on meeting plan- 
ning that have appeared in Sales 
Meetings. 


32 pages—more than 14 articles 


CONTENTS 


What I've Learned from My 11,000 
Speaking Engagements 

fag Fg be ups to Work f 
idea De pments 

Guided Conference: Good Substitute 
for Skilled Leadership , 


Why Doesn't Brainstorming 
Always Seem to Work? 
Buzz-Write Workshop Insure 

Participation 
A Conference Is a Conte est 
D ) You Win Or a 
lf It's Worth Sayine 
Reporting 
How Bankers Bec me G 
43 W sys to 
Your Mee 


's > W rth 


od Speakers 
Excite Interest in 
sting Objectives 


For the Modern Meeting Planner: 
Guide to Styles, Groups, Methods 

Good Audiences—Made Not Born 

Real Work to Plan Women's 

Activitie 

Your Planning On the Sp t Program 
Chanae Is Valuable 

How to Get the Most Out of 


Hotel Service 
Send 50 cents in coin to: 
Readers’ Service Dept. 
SALES MEETINGS 


1212 Chestnut St., Phila, 7, Pa. 
eeeeeeeeeeeoeeosoeeeeeeeee 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


ACF Industries, Inc. . . 
John S. Carlson appointed sales vice 
president, Shippers’ Car Line Division. 


American Airlines. . . . 
R. L. Fitzpatrick elected vice presi- 
dent in charge of sales and services. 


Anchor Hocking Glass Corp. . 
Grant Munro appointed vice presi- 
dent in charge of tableware sales. 


Bayuk Cigars, Inc... . 
John F. Des Reis made vice presi- 
dent, marketing. 


Bellwood Company of California. . . . 
Robert J. Webster now sales man- 
ager. 


Birge Co., Inc., The .. . 
Paul R. Nelson promoted a director 
and vice president of sales. 


Dahlberg Co. ... 
William Wallace Powell elected na- 
tional sales manager. 


Dunlop Tire & Rubber Corp. . . 
Paul Gibbs named sales manager, 
Sporting Goods Division. 


Duro-Test Corp. 

H. Franklin Green appointed man- 
ager of marketing and sales promo- 
tion. 


Eimco Corp., The . . . 
Wayne L. Dowdey promoted to 
general sales manager. 


General Electric Co... . 

Three sales managers named for the 
Radio Receiver Dept.: Norman A. 
Langenfeld, radio receivers; Charles 
J. Fabso, phonographs; William A. 
Monahan, national accounts. 


Helene Curtis Industries, Inc. 
Sidney J. Natkin made a marketing 
executive. 


Keebler Biscuit Co. .. . 
Paul T. Cook advanced to general 
sales manager. 


Nalco Chemical Co... .— 
Herbert S. Johnson, Jr., appointed 
vice president in charge of marketing. 


Nashua Corp. Converter Sales Divi- 
ee Ga 

Walter P. McLaughlin promoted to 
sales manager. 


Ohio Oil Co... . 
Grant H. Young elected vice pres- 
ident of marketing. 


Pfeiffer Brewing Co... . 
Harvey Bolsor made vice president 
of marketing. 


Philip Morris, Inc. . . . 
George Weissman named executive 
vice president-marketing. 


Security Mills, Inc. . . . 
Stanley E. Pollack appointed gen- 
eral sales manager. 


A. E. Staley Manufacturing Co. .. . 
Natt K. Hammer made industrial 
products sales manager. 


Vulcan Containers, Inc... . 
Vern I. McCarthy, Jr., elected pres- 
ident and director of marketing. 


Morning and 


1959 


he Phoenix 


, Evening Combination 


American Telephone & Telegraph C an 
(Classified) . ae biveyee cars 
Agency: Cunningham & Walsh, Inc. 


Aviation Week 
Agency: Gaynor & Ducas, Inc. 


Campbell-Ewald Company 


Chicago's American 
Agency: Grant, Schwenck & Baker, Inc. 


Chicago Sun-Times 
Agency: The Buchen Company 


Chicago Tribune 
Agency: Foote, Cone & Belding 


Columbus Dispatch 
Agency: Wheeler, Kight & Gainey, Inc. 


Dartnell Corp. 


Denver-Chicago Trucking Company 
Agency: Galen E. Broyles Company, Inc. 


Diamond National Corp. 
Agency: Kircher, Helton & Collett, Inc. 


Dinkler Hotel 
Agency: Koehl, Landis & Landan, Inc. 


Di Lido Hotel 
Agency: Jerry Biegel Advertising 


E. f . ape de Nemours & Co. 


Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


Executive House 
Agency: Olian & Bronner, Inc. 


Fast Food 


Faultless Rubber Company 


Agency: Howard Swink Advertising Agency, Ine. 


Greensboro News-Record 
Agency: Henry J. Kaufman & Associates 


Hardware Retailer 
Agency: Fuller & Smith & Ross Inc. 


Heating, Piping & Air Conditioning .... 
Agency: McLain & Associates Advertising 


Schuyler Hopper Company 


Ladies’ Home Journal 


2nd Cover 
gaa Doherty, Clifford, Steers & Schenfield, 
nec. 


ADVERTISERS' INDEX 


This Index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions, 


McGraw-Hill Publishing Company 
Agency: Fuller & Smith & Ross Inc. 


Market Statistics 


Midwest Farm Paper Unit ........ e2beeee 
Agency: Olmsted & Foley, Inc. 


Milwaukee Journal 
Agency: Klau-Van Pietersom- Santen, | inc. 


Moline Dispatch 
Agency: Clem T. Hanson Company 


ADVERTISING SALES 


VICE PRESIDENT, SALES 

Randy Brown 

SALES PROMOTION MANAGER 
Philip L. Patterson 
ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago —C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas 5S. Turner, Robert T. 
Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A. 
Kimball Co., 2550 Beverly 
Boulevard, Los Angeles 57, Cal., 
DUnkirk 8-6178; or 681 Market 
St., San Francisco 5, Cal., 
Exbrook 2-3365. 
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National Personne| Consultants 


New York News 
Agency: L. E. McGivena & Guiidiens, Inc. 


Sore TAD: 6 aieseis 0v'bwnke bere vanes vues 
Agency: Anderson & Cairns, Inc. 


Orchids of Hawaii, 
Agency: Jerry Goldstein Advertising 


Outdoor Advertising, Inc. 
Agency: Marschalk & Pratt 


Harry H. Packer Company 
Agency: Gillham Advertising Agency 


Philadelphia Bulletin 
Agency: N. W. Ayer & Son, Inc. 


Philadelphia Inquirer ..... Se 
Agency: Al Paul Lefton Company 


Phoenix Republic & Gazette 
Agency: Jennings & Thompson Advertising 


Providence Journal Bulletin 
Agency: Noyes & Company Inc. 


Rock Island Argus 
Agency: Clem T. Hanson Company 


Rockford Morning Stor 
Agency: Cummings, Brand & McPherson 


Sales Meetings 


Saturday Evening Post 


Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


Scripps Howard Newspapers 
Agency: Lennen & Newell, Inc. 


Sweet's Catalog Service 
Agency: Muller, Jordan & Herrick 


Thomas Register 
Agency: W. N. Hudson, Advertising 


Troy Record Newspapers 


WBTW (Florence, S. C.) 
Agency: Tom Daisley Advertising 


WNBQ (Chicago) 
Agency: Grey Advertising Agency, Inc. 


WTVT (Tampa-St. Petersburg) 
Agency: Grant Advertising, Inc. 


Wheaton Van Lines, Inc. 
Agency: Poorman, Butler & Associates, Inc 


Worcester Telegram-Gazette 
Agency: C. Jerry Spaulding Inc. 
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HUGHES PRINTING CO 


EAST STROUDSBI 


. and Liars Can Figure 


Brightest spot, for us, in the 


recent annual meeting of the 


Television Bureau of Advertis- 
ing was A. C. Nielsen, chair- 
man of the A. C. Nielsen Co. 
The spot came when he told his 
favorite client story. Nielsen 
was attempting to interpret data 
to the client when that gentle- 
man stopped him. 

“Art,” he said, “just give me 
the figures; I'll do my own dis- 
torting!” 


‘Sie 


No Nick—In Time 


Public Relations people are 
becoming scrupulous as all get- 
out. Now hear this: One of our 
writers, preparing a story of 
The Gillette Co. (see Corpor- 
ate Close-up, p. 12), got wind 
of the company’s plans for in- 
troducing its new Super Blue 
Blade. Hill & Knowlton, Gil- 
lette’s p.r. firm, got wind of 
our article. Would they coop- 
erate? Certainly. But, said they, 
“Before you do anything, we in- 
sist that you try Gillette’s new 
blade.” Within hours a mes- 
senger arrived, bearing a small 
package from Hill & Knowlton. 
Inside the package, a Gillette 
razor, the new blade, and a 
Gillette “Foamy” shaving cream 
“bomb.” When last we saw our 
writer, he was in the men’s 
room, lathered to the gills and 
removing his four-o’clock-shad- 
ow. 


Independence 


We noticed our cohort’s pre- 
occupation. Fellow had been in 
a blue funk for days. Suddenly 
he was his own sunny self again. 
“What happened?” we asked. 
“An expression kept bothering 


CALL REPORT 


me,” he told us. Something he’d 
heard during the very scholarly 
forecast of the "60's, presented 
by Progressive Grocer’s Bob 
Mueller at the convention of 
the Grocery Manufacturers of 
America. 

Finally, in desperation, our 
man whipped out the printed 
Progressive Grocer study and 
there it was... . in a chart show- 
ing “How U.S. Grocery Sales 
Divide.” The text carried this 
message: “As one looks at total 
sales in this 3-way breakdown, 
it is apparent that the chains 
(operators of 11 or more stores) 
and affiliated independents 
(members of co-ops and volun- 
taries) have increased _ their 
share of the pie at the expense 
of the unaffiliated (independent 
independents) . . .” 

“How independent is inde- 
pendent independent?” our man 
demands to know. 


The Contest Man 


The Saturday Evening Post, 
as someone said, has a sideline: 
contests. In recent months the 
magazine has given away a Stutz 
bearcat and a ghost town to 
winners of contests aimed at “in- 
fluentials.” We called on Peter 
E. Schruth, v-p and ad director 
of the Post, to ask him what 
cooks. (Schruth is an old hand 
at giving away things: When he 
was at Holid: iy he once ran a 
contest, the winner of which 
copped an ancient fire engine!) 
We asked him if these contests 
don’t cost a boodle. “Sure,” he 
said. “But nothing comes cheap- 
ly. As someone remarked, ‘If you 
buy a ticket to Japan, you don’t 
want to go only as far as Hawaii.’ 
We figure that some contests 
may run as high as $100,000 
from beginning to end. We 
can’t, of course, measure the re- 
sults. But I’ve vet to meet the 
man who could prove exactly 
how many dollars came in for 
each dollar shelled out in adver- 
tising. Let’s say we know it 
pavs its way many times over.” 

So don’t be surprised if you 
hear the Post has bought the 
Liberty Bell—just to give away. 
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Power of Television 


One of our salesmen thinks 
he has tangible proof of the 
power of advertising. The proof 
is a bottle of Bosco. The man’s 
wife was shopping in a super 
market recently. With her was 
the family pride, age three. 
While she paused in front of 
the coffee and chocolate shelves, 
Junior loaded a can of Hershey’s 
syrup into the cart. Mommy ex- 
plained that you put Hershey’ s 
syrup in milk. “Oh, no, ” said this 
product of the TV age, “you 
put Bosco in milk.” Note: Bosco 
advertises; Hershey depends 
solely on reputation. 
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To the Dogs 


It’s not a whit too late to 
remember Rover in case you 
forgot to buy him a Christmas 
present. For the Dog Who Has 
Everything (including a master 
with a frivolous turn of mind 
and more money than sense), 
we call your attention to an of- 
fering by New York’s swank 
Hammacher Schlemmer. That 
emporium announces it_ has a 
perfume for canines. Stuff’s 
called Kennel No. 9. 

And for the Man Who Has 
Everything, a suggestion from 
Rep. Thomas J. Lane (D., 
Mass.). Congressman Lane rec- 
ommends a live buffalo or elk 
to roam the backyard. Lane says 
the animals are now available 
from national wildlife refuges. 
Reasonable prices. “For exam- 
ple,” he explains, “you can buy 
one of the big-game bison for: 
$140 to add a little realism to 
games of cowboys and Indians.” 

Fish and Wildlife Service is 
offering 303 buffalo and 91 elk 
as surplus animals. 


se 
tO 


She’s so 


Sat ” 
ke 


a! 


...and cellophane’s crystal-clear transparency 
made the sale more profitable 


No other single packaging material 
made today offers as many advan- 
tages as cellophane. 

Cellophane’s transparency—a 
clean, clear sparkling transparency — 
is perhaps its most important advan- 
tage. It has proved over and overagain 
éaat it has the power to move mer- 
chandise off supermarket shelves as 
no other selling force can. 

The reason is simple. Shoppers like 
to see what they buy. And clean, clear 
Du Pont cellophane shows at a glance 
all your product’s appealing color, 
shape and texture. 


The result: More impulse sales. . . 
faster turnover . . . bigger volume. 
The cost of the sale goes down . , . your 
profit goes up. 


And no other packaging film offers — 


Du Pont cellophane’s efficiency on 


high-speed machinery, flexibility of 


design, beautiful color printing and 
“tailored protection’’— with over 100 
varieties of cellophane designed to 
meet individual product needs. 

A Du Pont representative can show 
you how to prove to yourself that 
cellophane can help “buy your mar- 
ket”’ at lowest cost. Call him today. 


E .I.du Pontde Nemours & Co. (Inc.), 
Film Dept., Wilmington 98, Del. 


U PONT 
cellophane 


More readers......more advertising- 
THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells nearly 900,000 copies daily, 
1,250,000 on Sundays—over one and a half times 
the circulation of any other Chicago paper. It is 
read by more families in Chicago and suburbs 
than the top 5 national weekly magazines com- 
bined. More than 6 times as many Chicagoans 
turn its pages as turn on the average evening TV 


show! Advertisers spent over $60,000,000 in the 
Tribune last year—more than in all the other 
Chicago papers put together. Unmatched, also, 
is the Tribune’s record of advertising results. It 
out-pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 
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